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“To wives whose husbands could 
stand improvement.” 

Isn’t that making it pretty gen- 
eral? 

* OK ” 

If the cigarette makers continue 
featuring the gals exclusively in 
their advertising, it will give some 
corn-cob pipe manufacturer a won- 
derful opportunity to appeal to the 
old-fashioned he-men, who are al- 
ready boiling at the effeminate style 
of current copy. 

= 

“The company is an independent 
—it has no deadwood to carry, no 
cost burdens to absorb for the mis- 
takes of affiliated units.” 

You’re not hinting or anything, 
are you, Hudson? 

* ok cod 


Coca-Cola suggests, “Up in the 
sky, the pause that refreshes.” 
Personally, I’d prefer riding be- 
hind a pilot who didn’t stop the 
plane even for Coca-Cola. 
* * * 


One trouble with being president 
is that the publicity zone extends 
even to the in-laws. 

* * *x 

“Shoe-shame” has been discovered 
by the makers of Friendly Fives. 
Judging from the pictures, the mal- 
ady is as painful as b.o. or halitosis. 

* * oa 


Harlow Roberts, of Pepsodent 
fame, is the new commander of the 
Chicago post of the American Le- 
gion. There was no publicity cam- 
paign—Amos ’n’ Andy didn’t even 
mention his candidacy. 

* * * 

Ben Pittsford credits Bruce Bar- 
ton with having written “The Years 
the Locusts Hath Devoured.” If it 
had been locusts, they’d have de- 
voured centuries. 

ok * * 

Advertising men have such a 
weakness for using “hath” and 
“hast” that you’d suppose they’d 
check up on number, person and 
tense. But look what they do when 
they are confronted with the choice 
between “who” and “whom”! 

* ok * 


ADVERTISING AGE says that Ben 
Franklin’s birthday January 17 
ought to be celebrated by all adver- 
tising clubs. But first write to Phil- 
adelphia for the special permission 
of the copyright owner. 

* * * 

Lee Bristol wants to know why 
publishers don’t talk about the cost 
of maps, blankets, insurance policies 
and other circulation items. They’re 
all necessary—the maps and the 
blankets provide coverage, and the 
insurance policies go along just in 
case of accident. 

* * * 


Campbell’s soup, Harry T. Ewald 
Says, was ten cents two years ago 
and is ten cents today. But if General 
Motors made it, it would have a new 
label and be selling for 9.4 cents, 
f.o.b. Camden. 


* * * 


Procter & Gamble endorsed the 
agency suggestion for a change in 
the national rate schedule, but the 
Name was printed Proctor & Gamble. 
Please page the proof-reader. 

* * * 

Thanksgiving added materially to 
the list of filling-stations disclosed 
by the census of distribution. 


Copy Cus 


FIRESTONE TO 
OFFER DEALERS 
COMPLETE LINE 


Opportunities for Profit Are 
Emphasized 


Akron, O., Nov. 17—The Firestone 
Tire & Rubber Co., Akron, O., has 
no intention of calling a truce with 
its mail-order adversaries. At cur- 
rent sales conferences salesmen are 
being told of several new tires made 
expressly to best mail order compe- 
tition and to provide the basis for 
more comparative copy. 

With the addition of anti-freeze, 
polish, batteries, spark plugs, brake 
lining and numerous specialties to 
its line, the company is progressing 
rapidly to the objective of making 
its dealers automotive department 
stores, and will continue to point out 
to them that an exclusive tire dealer 
is no longer in a position to make a 
satisfactory profit. 


Avoid Fuel Field 


While expansion has not reached 
the limit, executives said the com- 
pany does not contemplate an inva- 
sion of the fuel or mechanical repair 
service field. Nearly all Firestone 
dealers now sell gasoline and oil as 
a feature of their complete automo- 
tive service, but the company does 
not job these products nor make 
specific recommendations. 

For the most part, the new prod- 
ucts will be sold under the Firestone 
brand, thus opening a way to in- 
crease total advertising of the brand, 
as well as to keep the name before 
the public constantly with copy on 
seasonal items such as batteries and 
anti-freeze. 

The company’s forthcoming mes- 
sage to dealers announcing new lines 
will be built around the assertion 
that as tire dealers their potential 
market is only $30 per car every 
year, but as Firestone dealers it is 
$300 per car every year. The com- 
pany is also promising a total of 
650,000,000 publication advertise- 
ments in 1932, as well as an exten- 
sive direct mail program. 

For nearly a year outlets have 
been stabilized at approximately 29,- 
000 independent dealers and 425 
stores in which the company has 
an investment. No change in this 
set-up is planned. 


No More Partnerships 


The investments in the retail field 
ended when it was believed partner- 
ships had been formed with enough 
dealers to furnish a good cross-sec- 
tion of the dealer structure. The 
partnership stores are used as a 
proving ground for merchandising 
practices initiated by Firestone, and 
the data thus gathered are passed on 
to the independents. 

Harvey Firestone announced his 
company’s intention to support the 
independent dealer and to give him 
additional profit-making lines when 
he unexpectedly addressed a conven- 
tion of the National Tire Dealers’ 
Association in Chicago a year ago. 

At that time, he stated the Fire- 
stone investment in retail outlets 
was $25,000,000, divided among 400 
stores, and that the tire company 
owned the short end of total capital 
stock. 


Thinks Age of Odor, 
Just Around Corner, 


Will Smash Strike 


Walgreen Offers Scent 


Chicago, Nov. 27—The Walgreen 
Co., drug chain, is now marketing a 
scented toilet tissue under the Rainbo 
Orchid brand. 


Cincinnati, O., Nov. 27—The era 
of odor, now just around the corner, 
is treading on the heels of the age 
of color, Donald A. Laird, Ph.D., 
Sci.D., director of Colgate Univer- 
sity Psychological Laboratory, said 
in a startling address before the Ad- 
vertisers’ Club of Cincinnati, Nov. 
25. 

Manufacturers in many lines have 
finally discovered that at least a part 
of the phenomenal gains made by 
cigarette manufacturers has been 
due to the olfactory appeal and they 
are preparing to utilize the same 
weapon—“concealed beauty”—to 
shock the public out of its apathy. 

“The tremendous increase in the 
popularity of the cigarette began 
about the time coumarin was used 
in their manufacture,” said Dr. 
Laird. 

“This is a synthetic aromatic 
widely used in artificial vanilla and 
has an odor resembling that of 
maple sugar. One cigarette manu- 
facturer is not content with the syn- 
thetic, but actually consumes four 
million pounds of maple sugar 
yearly.” 

This use of odor has the sound 
psychological basis that human be- 
ings crave pleasant experiences and 
avoid unpleasant ones, he pointed 
out. 

“The cash value of this attribute 
is indicated by the account books of 
companies which have added an ar- 
tist and colorist to their designing 
forces,” he said. “The next logical 
step is an awakening to the salient 
fact that beauty can be hidden from 
the eye. 

“Beauty appealing to the ear has 
largely built the phonograph and 
radio industries. It is well to select 
salesmen who will not irritate the 


customer with a raucous. voice. 
Beauty of orchestral accompaniment 
has built the success of motion pic- 
ture palaces making an otherwise 
poor entertainment enjoyable.” 


Perfume in Soap 


Soap manufacturers profited by 
taking the negative side of the argu- 
ment one devoting a campaign to 
asserting his product was without 
odor, Dr. Laird said. Now he is 
reaching phenomenal sales with a 
new soap to which a synthetic odor 
was added after he neutralized the 
natural smell. 

“Advertising, eye appeal of a 
gracefully proportioned cake and 
package and good cleansing qualities 
were not adequate, so the definite 
olfactory appeal was added as the 
{nal clincher,” commented Dr. Laird. 

“Within the beauty industry is a 
separate one manufacturing para- 
dichlorbenzine, a synthetic which is 
used as a deodorant, in addition to 
fighting the peach borer. This sub- 
industry grew more rapidly than 
radio after it was discovered there 
was a beauty appeal in a delightful 
scent. 

“By the addition of proper syn- 
thetic fragrances, they build into the 
product any supplementary odor de- 
sired. A room can be deodorized and 
become permeated with a subtle fra- 
grance of carnation, rose, lilac or 
almost any olfactory pleasure one’s 
imagination might desire.” 

Dr. Laird pointed out that cost is 
no longer a barrier to the use of 
odors. Some stores are overcoming 
the smells found in certain fabrics 
by using sprays. Textile mills them- 
selves are taking steps to eliminate 
this unpleasant odor, similar to 
castor oil or sulphur. 


Reodorized Products 


Silk hosiery, artificial leathers and 
laundry starch are being deodorized 


(Continued on Page 12) 


Last Minute 


News Flashes 


A. N. A. Names Committee on Circulations 


New York, Nov. 27—The Association of National Advertisers has an- 
nounced the following personnel of a new committee on circulations, 
headed by Paul B. West, National Carbon Co.: 

Felix Lowy, Colgate-Palmolive-Peet Co.; J. Seward Johnson, Johnson & 
Johnson; Ralph Starr Butler, General Foods Corp.; Stuart Peabody, Borden 
Co.; R. F. Rogan, Procter & Gamble Co.; W. E. Loucks, California Packing 
Corp., and President Lee H. Bristol, ex-officio. 


The committee will inquire into all phases of magazine, newspaper and 


business paper circulation. 


Standard Oil Adds Batteries to Line 


New York, Nov. 27—Sale and servicing of batteries on a national scale 
will be inaugurated at Standard Oil gasoline stations under the same 


brand used for tires, Atlas. 


Williams & Cunnyngham Get Emrich, Advance Owen 


Chicago, Nov. 27—George L. Emrich, former vice-president of the Glen 
Buck Co., Chicago, has rejoined Williams & Cunnyngham as vice-president. 


Franklin S. Owen, account executive of the agency, has been elected a 


director. 


Now Technical Books Carry Advertising 


New York, Nov. 27—“Housekeeping Management in Hotels and Institu- 
tions,” a new book by Crete M. Dahl, carries 20 pages of advertising. 


“DON'T DOIT 
AGAIN,” WARNS 
C.F. KETTERING 


Must Look Ahead, He Tells 
Sales Conference 


St. Louis, Mo., Nov. 27.—While 
one swallow of the potion of confi- 
dence will start business moving, it 


Charles F. Kettering 


must have more adequate research 
to keep going, Charles F. Kettering, 
vice-president in charge of research 
of General Motors Corporation, told 
the fifth annual sales executives’ 
conference of the Sales Managers’ 
Bureau of the St. Louis Chamber of 
Commerce. 

Others on the one-day program 
were Dr. Leverett S. Lyon, Brook- 
ings Institute, Washington, D. C.; 
Allyn B. McIntire, vice-president 
Pepperell Mfg. Co., Boston; W. L. 
Roy, general sales manager, Amity 
Leather Products Co., West Bend, 
Wis.; and Ernest West Stiner, of 
Bigelow, Kent, Willard & Co., 
Boston. 

Mr. Kettering told this story to 
indicate the need of more confidence: 

“A confirmed drinker awakened 
one morning to find a ferocious ani- 
mal sitting at the foot of the bed 
sharpening its claws. The soak, at 
first paralyzed with fear, finally re- 
gained his composure and said to 
the visitor: 

“You’d better do some thinking 
before you pitch into me. If you 
start getting rough, I’m going to 
take a couple of aspirins and sober 
up. Then where in hell will you be?” 


How to Keep It 


A little more general confidence 
will banish the depression, Mr. Ket- 
tering said. However, to maintain 
prosperity, the country must work 
harder. He gave this new definition 
of research: 

“Research is to find out what you 
are going to do when you can’t keep 
on doing what you are doing now.” 

He said too many manufacturers 
are invulnerable in their resistance 
to new ideas, a typical comment 
being: 


“My God, if I did that, I’d have 
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ADVERTISING AGE 


November 28, 1931 


to change my whole card index!” 

He made a sly thrust at one type 
of selling by explaining he himself 
is bringing out a new service: pres- 
sure gauges for high-pressure sales- 
men. 

“You have procurement depart- 
ments in every organization,” jhe 
concluded, “to buy the best materials 
for your product. I want you to 
establish a procurement department 
for new ideas, because they are more 
important to your future than any- 
thing else. I would sooner lend 
money to a man who has his busi- 
ness budgeted on new ideas than on 
his past performance.” 

Dr. Lyon said business had passed 
from a period of definite depression 
into one of uncertainty, few being 
able to make an accurate prediction 
as to what may be around the 
corner. 

The depression has been compara- 
tively mild in comparison with 
others of the past, he said. One of 
its dividends has been the realiza- 
tion that men with jobs, as well as 
those with property, have rights. 


Need Better Direction 


Mr. McIntire said the present 
need is not better salesmen, but 
more scientific direction through 
sales research and market analysis. 
The former, he said, has to do with 
sales already on the books; the 


SUCCESS STORY 


Allyn B. McIntire 


latter with the future. 

The Pepperell Mfg. Co., with 353 
different kinds of goods, and mills 
scattered all over the country, has a 


simple system which does these 
things: 

1. Supplies facts 
while they are fresh. 

2. Co-ordinates with data from 
other sources to provide a cross- 
check. 

3. Is simple enough to take care 
of itself. 

4. Controls profit as well as vol- 
ume. 


The system gives answers to these 
questions: 

“Who sold and bought the goods? 
Where? How much did it cost to 
advertise and sell them? What were 
our sales in relation to opportuni- 
ties? What were our most profitable 
items? 

“What markets or industries are 
capable of development? What new 
uses can be developed for our fab- 
rics? Are our sales in proportion to 
the industry’s productive capacity?” 

“There are only three forces in 
selling,” Mr. McIntire said. “They 
are salesmanship, display of goods, 
and advertising. Proper direction of 
these forces is vital. 

“About 1924, we woke up to the 
fact that Pepperell was pretty well 
known. We licensed 93 manufac- 
turers to use it, like Timken Bear- 
ings. Almost 400 retailers have 
adopted that name for men’s shirts 
and underwear. - 

“And have we got a waiting list 


and figures 


a Query on 
RATES and Circulation 


ONLY A GAME FISH» »»»»SWIMS»»»»» UPSTREAM 


AVING just reviewed in print the statements of members of the A.N.A. about 
circulation and rates may we propound a query? 

Is it all right for a publication to increase — in this market, if it can — the voluntary 
circulation? It was remarked at the A.N.A. meeting that high costs were in large part 
caused by advertisers failing to discriminate, but favoring almost without exception 


Recognition of the principle, that 
progress is compatible and desirable 
with a lowering of cost, is being ac- 
corded by leading publicity adver- 
tisers, and we want to publicly thank 
these manufacturers who are buying 
space in Physical Culture for 1932. 
This does not include the direct reply 
businesses who are quick to use publi- 
cations that are going well. 

American Chicle Company 

The Armand Company 

The Battle Creek Food Company 
Bristol-Myers Company 

Central States Manufacturing Co. 
Chicago Flexible Shaft Company 
College Inn Foods 

R. B. Davis Company 

The Delatone Company 

The Fleischmann Company 
General Electric Company 

H. J. Heinz Company 

Jean Jordeau, Inc. 

Jung Arch Brace Company 
Kellogg Company 

The Kotex Company 

A. J. Krank Company 

Lambert Pharmacal Company 
Lever Brothers Company 

Lucky Tiger Manufacturing Co. 
The Maybelline Company 

The National Kraut Packers’ Assn. 
Northwestern Yeast Company 
Old Town Canoe Company 

Olson Rug Company 

Pediforme Shoe Company 
Pepsodent Company 

Pillsbury Flour Mills Company 
The Quaker Oats Company 

The Scholl Manufacturing Co., Inc. 
Selby Shoe Company 

Smith, Kline & French Laboratories 
Steelflex Corporation of America 
The Sugar Institute 
Vapo-Cresolene Company 

The Wander Company 

The R. L. Watkins Company 
Wm. Wrigley Jr. Company 

W. F. Young, Inc. 

Zonite Products Corporation 


be established. 


big ones in their day. 


methods? 


We offer that this 


whole list. 


Average net sales 
last 3 months 
1930 1931 
300,000 450,000 
Same rate, $875 page 


publications with largest circulations. In connection 
with this practice, and as a check on either or both 
advertisers and publishers, the suggestion was made 
that a limitation of circulations, a la armaments, 


Few commodities are as sensitive in sales to the 
march of time and to the genius and work of man 
as are publications. Times change, people change, 
magazines change. Where are Munsey’s, McClures’s, 
Leslie’s, Ladies World, Modern Priscilla? — some 


If a publication cannot keep up with competition 
on voluntary circulation, is it good business (for 
advertisers and for other publishers) to permit it to 
maintain the former circulation figure with forced 


Why not let publications seek their circulation 
levels — naturally. Either down or up. 

Only a game fish swims upstream. 

As publishers of a magazine that is enjoying a 
considerable increase in voluntary newsstand sales 
we have a definite interest in the matter. 

We delivered, the last quarter of 1931, 50% more 
voluntary circulation than in the same period of 
1930 — with no increase in rates. 


circulation at the rate is a 


splendid buy in itself, and further, that recognition 
of such new blood will have a salutary effect on your 


Phystcal GULTURE 
Health and Beauty for the-Moderns 


Crh « Gams fish suing upatroom 


McDonald Joins 
Advertising Age 
New York, Nov. 27—Hedges 
McDonald, copy writer for the 
J. Walter Thompson Co., has 
resigned to become Eastern 
editor of Advertising Age 
Nov. 30. 
Mr. McDonald joined the 
Thompson agency shortly after 
graduating from Yale. 


of manufacturers who would like to 
use the name? There is such a list.” 
Mr. Stiner discussed compensation 
for salesmen, saying a good plan will 
work under any business conditions, 
but percentages may have to be 
changed to fit territories. 

Mr. Roy discussed “Man Merchan- 
dising to Increase Sales,” emphasiz- 
ing the importance of the first two 
minutes of an interview. 


NEW TYPE OF 
ROLL YOUR OWN 


Louisville, Ky., Nov. 27—Follow- 
ing in the wake of the anti-spit cam- 
paign of another advertiser, the 
Axton Fisher Tobacco Company is 
introducing Himyar tobacco, with 
a cigarette making machine which 
operates without the aid of saliva. 

The Himyar machine is not a 
roller. About the size of a large 
fountain pen, it pushes the tobacco 
into paper tubes, which come al- 
ready glued, bearing the legend, 
“Himyar.” 

The company is offering a dollar 
combination with an _ advertised 
value of $1.50, including the machine 
at 75 cents; two packages of tobac- 
co at 20 cents each; a cigarette case, 
35 cents; and 100 paper tubes. Each 
package of tobacco will make 50 
cigarettes. 

Himyar was the name of an an- 
cient king of an Arabian tribe. More 
recently, it was borne by a Ken- 
tucky race horse and by a thorough- 
bred farm in Central Kentucky, the 
latter owned by Charles Fisher, of 
Fisher Body fame. 

The Axton Fisher Tobacco Com- 
pany is also considering marketing 
Himyar ready-made cigarettes. 


San Francisco Club 
Urges Holiday Spirit 

A campaign to urge generous 
Christmas giving was launched by 
the San Francisco Advertising Club 
Nov. 23, at a joint luncheon with 
the Commercial Club. 

Every medium will be used for 
the slogan, “Joy of giving is the 
Spirit of Christmas.” A speakers’ 
bureau has been organized. Stores 
agreed to exhibit their wares one 
evening, but will do no selling on 
that occasion. 


Buffalo Club Has 
Happy Thanksgiving 

The Greater Buffalo Advertising 
Club held a Thanksgiving jubila- 
tion Nov. 24, after which it dis- 
tributed baskets to the poor of the 
city. The meeting was informal, 
with no set addresses. 

Food for distribution was sold at 
cost by the Larkin Co., and truck- 
ing companies donated their facil- 
ities. Charles A. Coupe was chair- 
man in charge. 


Henrici’s Is One of 
Three New Accounts 


The Chicago office of Albert Frank 
& Co. is placing a newspaper cam- 
paign for Henrici’s, famous Chicago 
restaurant, using humorous copy 
and illustrations of the cartoon type. 

Other new accounts are the Mid- 
Western advertising of Harris, Up- 
ham & Co., stock exchange house, 
and Johnson Ideal Halter Co., Au- 
rora, Ill., for which farm papers 
will be used. 


Cup for Juniors 
The Junior Service Cup has been 
established as an annual award by 
the Advertising Club of St. Louis, 
members of the Junior Advertising 


Club being eligible. 


TRAFFIC FLOW 
MAPS HELPFUL 
TO ADVERTISERS 


San Francisco, Cal., Nov. 27~— 
While the Foster & Kleiser Com- 
pany made a study of traffic flow 
in this and other cities that poster 
panels might be located intelligently, 
there have been some important by- 
products, according to E. L. Lomax, 
director of the department of edu- 
cation. 

Foster & Kleiser are now issuing 
traffic flow maps for the benefit of 
manufacturers and _ distributors, 
such maps now being available for 
50 cities and towns in Washington, 
Oregon, California and Arizona. In 
taking the San Francisco count 
alone, more than 4,000 counting 
points were made. 

While the maps give many valu- 
able suggestions to the student, the 
use made by one distributor is 
typical. 


Grading Retailers 


This company found that on third 
and lower class arteries, 35 per cent 
of its customers were paying less 
than $100 a month in rent, and that 
these outlets were averaging less 
than 100 customers a day. On sec- 
ond class streets its outlets were 
paying between $100 and $200 a 
month, and were catering to cus- 
tomers totaling between 300 and 500 
a day. 

On the main arteries and primary 
streets, it was found retail outlets 
there were paying in excess of $200 
a month, and their customers were 
in excess of 500 a day. 

The company decided, therefore, 
that salesmen would call four times 
a year on the stores in the primary 
streets, three times a year on out- 
lets on secondary streets, and twice 
a year on streets of general or aver- 
age classification. 

This not only increased contacts 
with larger retailers but increased 
their services to this better type of 
outlet, making him more conscious 
of the value of the merchandise he 
carried. Salesmen’s time became 
more profitable through more time 
spent with profitable accounts. 

“We believe,” commented Mr. 
Lomax, “that if the manufacturer 
or distributor analyzes retail store 
locations with relation to traffic flow, 
he can easily determine whether or 
not his merchandise is ‘in the 
crowd.’ ” 


Publicity Lodge Buys } 
Washington Building 

The dwelling at Tappan, N. Y., 
occupied by Washington when he 
ordered the execution of Major An- 
dre, has been purchased by Publicity 
Lodge No. 1,000, New York Masonic 
order. 

On the committee in charge were 
Herman Halsted, Paul Block News- 
papers; Douglas W. Coutlee, Benton 
& Bowles; Hal J. Fletcher, New 
York World-Telegram; Louis W. 
Bleser, Rodney Boone Organization; 
Hector Fuller, Outdoor Advertising 
Inc.; Charles C. Green, Charles C. 
Green Advertising Agency; George 
A. Riley, American Press Associa- 
tion; Joseph Bolton, Advertising 
Club of New York, and Harry Ash- 
man. 


Students Practice on 


Local Merchants 
Students in art classes at Thomas 
Jefferson High School, Elizabeth, N. 
J., are making layouts and drawings 
for local merchants. 
From work submitted, the instruc- 
tor selects the best, the winners get- 
ting prizes from the user. 


Two Named by Hartman 

The L. H. Hartman Co., recently 
formed in New York, has added 
Hugo Parton and Harry R. Schreier 
to its staff. Mr. Parton was with the 
copy staff of Erwin, Wasey & Co., 
while Mr. Schreier was with Conklin 
Mann, Inc. 


Alcorn Appointed 
The Vincennes (Ind.) Times has 
appointed the Franklin P. Alcorn 


Co. national representatives. 
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November 28, 1931 


ADVERTISING AGE 


STARTIX GOPY 
MERCHANDISED 
SUCCESSFULLY 


Apply Automatic Principle to 
Advertising 


Chicago, Nov 27—A closely coor- 
dinated and vigorous campaign is 
being waged by the Bendix Aviation 
Corporation for its newest product, 
Startix. 

General magazine, trade journal 
and direct mail advertising, publicity 
in news columns and personal effort 
of ten district sales managers have 
been closely tied together. 

All of the usual broadsides and 
dealer helps have been used, with 
new ones. As a result, Bendix offi- 
cials assert sales of the new device, 
which automatically starts an auto- 
mobile motor as soon as the ignition 
is turned on, have already met with 
phenomenal success. 

The opening gun was fired Nov. 1 
when a detailed announcement of 
Startix and its sales plan was mailed 
to 322 selected automotive electrical 
distributors. With this went a re- 
quest that each distributor order at 
least one Startix for installation on 
a demonstration car so he would be 
thoroughly familiar with it on the 
opening of the retail campaign 
Nov. 24. 

Simultaneously with this mailing, 
newspapers’ and the trade press’ 
news columns carried a description 
of the new product. 

Meanwhile, the United States had 
been divided into ten zones and the 
names of prospective distributors in 
each zone were given the ten district 
sales managers of the Bendix Prod- 
ucts Sales Company, retail subsidi- 
ary of the Bendix Aviation Corpora- 
tion. 


Comb the Field 


A week after the initial anounce- 
ment these district sales managers 
were sent into the field to tell the 
story of Startix and stock distribu- 
tors for the anticipated dealer de- 
mand. 

The consumer story was told in a 
spread in the Saturday Evening Post 
of November 28, To bring the ad- 
vertisement forcefully to the atten- 
tion of retail outlets copies of the 
Post, wrapped in cellophane and 
mailed flat in a special carton from 
Philadelphia, were mailed to reach 
7,600 prospective dealers Nov. 24. 

Marking the two pages carrying 
the Startix advertisement and folded 
over the front cover under the cello- 
phane was a card carrying the fac- 
simile signature of Vincent Bendix, 
president of the Bendix Aviation 
Corporation, and saying: 

“You'll find on pages 58 and 59 a 
message that has a lot to do with 
your profits—so important I have 
taken this means of being sure you 
see it, 

“It tells about what I believe is 
the most astonishing device ever in- 
vented for motoring safety. Also I 
believe it to be one of the finest 
profit opportunities ever offered to 
the automotive trade. 

“You’ll know exactly what to do 
about it when you read the an- 
nouncement.” 

Williams & Cunnyngham, the 
agency, are sending elaborate flasher 
signs to distributors and dealers as 
they are appointed. They are also 
dispatching leaflets for individual 
imprint and huge enlargements of 
the Saturday Evening Post copy as 
well as special weather-resisting 
signs for use inside and outside 
service stations. The Startix itself 
is packed in a handsome silver and 
black box, designed to make a strik- 
ing display on dealers’ shelves. 


Action on Inquiries 


The initial advertisement is to be 
followed with a vigorous campaign 
in other general magazines and au- 
tomotive trade journals. An inquiry 


DO WOMEN LIKE A JOKE? 


Seven styles 
in price range 
to choose from 


An Ash Can 


Insist on TheNew SEXTON 


at your dealers 


This copy sold cans to women, and according to the H. W. 
Stevens Agency, Boston, answered the question: Is it safe 
to advertise to women in heavy Girder type and add a joke 


to the copy? 


coupon is carried in all Startix copy 
and a compelling folder has been 
sent to every firm and individual 
who makes inquiry. After the folder 
is sent the name is referred to the 
proper distributor. 

Startix is being marketed only 
through automotive electrical dis- 
tributors and dealers because it is an 
electrical device and the maker be- 
lieves a service station not equipped 
to handle electrical installations 
would be unable to sell and install it 
successfully. Territorial distribu- 
tors are named by Bendix but each 
distributor appoints his own dealers. 

So coordinated were sales and ad- 
vertising effort, coupled with the 
strength of the Bendix name, that 
the majority of the 322 prospective 
distributors first reached by direct 
mail signed contracts and had stocks 
on hand in advance of the appear- 
ance of consumer vopy. 

Several manufacturers of cars will 
make Startix standard equipment, 
but their identity is withheld until 
the auto shows. 


Appendicitis 
Ends Career of 
Reinhold Boes 


Detroit, Mich., Nov. 27.—Detroit 
advertising men mourn the passing 
of Reinhold E. Boes, head of the 
research department of Advertisers 
Inc., who died of acute appendicitis 
Nov. 21. 

Mr. Boes started his advertising 
career with the Burroughs Adding 
Machine Company in 1921. He then 
was successively with the Campbell- 
Ewald Company, McDonald, Rams- 
dell & Wood, George Harrison 
Phelps, Inc., and Advertisers Inc. 
Although only 32 years old, he was 
considered an authority on media 
and research. 


Honor W. A. Thomson 


at Joint Meeting 


W. A. Thomson, of the Bureau of 
Advertising, American Newspaper 
Publishers Association, was the 
guest of honor at a joint meeting 
of the Advertising Clubs of San 
Francisco and Oakland. 

Victor S. Cole, director of sales 
and advertising for the Pacific Mani- 
folding Book Co., was the chief 


speaker. Ford Samuel was chair- 
man. 
Schulte and United 


Discontinue Jobbing 


The United Cigar Stores Com- 
any and the Schulte Retail Stores 
Corporation, New York, have agreed 
to discontinue wholesaling to inde- 
pendent dealers. 

The agreement followed interven- 
tion by manufacturers. 


N.Y, PRODUCTION 
MEN ORGANIZE 


New York, Nov. 27—To exchange 
views on mechanical problems of ad- 
vertising, the Production Men’s 
Club of New York has been formed, 
membership being limited to produc- 
tion managers of agencies. 

Fred H. Wilson, Erwin, Wasey & 
Co., was elected president; Samuel 
H. Weber, J. Walter Thompson Co., 
vice-president; Dwight L. Monaco, 
Gardner Advertising Co., secretary, 
and Ernest Donohue, Batten, Barton, 
Durstine & Osborn, treasurer. 

Joseph Farrell, Blackman Co., was 
appointed chairman of the member- 
ship committee; Vincent J. Galbo, 
William H. Rankin Co., educational 
committee, and Frank Mace, Lam- 
bert & Feasley, entertainment com- 
mittee. 


Advisory Council for 
Financial Advertisers 


Charles H. McMahon, Detroit, 
president of the Financial Adver- 
tisers Association, has appointed 
George Hammond, Albert Frank & 
Co., Chicago, chairman of the pub- 
licity committee and named a senior 
advisory council made up largely of 
ex-presidents. The members: 

Clinton F. Berry, Union Guardian 
Trust Co., Detroit; Frank LeRoy 
Blanchard, Henry L. Doherty & Co., 
New York; A. E. Bryson, Halsey, 
Stuart & Co.,» Chicago; Guy W. 
Cooke, First National Bank, Chi- 
cago; Fred W. Ellsworth, Hibernia 
Bank & Trust Co., New Orleans; 
Carl A. Gode, Continental Illinois 
Bank & Trust Co., Chicago; M. E. 
Holderness, First National Bank, St. 
Louis; Robert J. Izant, Central 
United National Bank, Cleveland. 

E. H. Kittredge, Hornblower & 
Weeks, Boston; W. R. Morehouse, 
Security-First National Bank, Los 
Angeles; Gaylord S. Morse, Central 
Manufacturing District Bank, Chi- 
cago; Ethel B. Scully, Morris F. Fox 
& Co., Milwaukee; Francis H. Sis- 
son, Guaranty Trust Co., New York; 
Fred M. Staker, Commerce Trust 
Co., Kansas City; Charles H. Wet- 
teraum, American National Bank 
Nashville. The council will meet 
— directors in New York Feb. 


Dictator Is Needed 
Walton Tells Students 


Appointment of a dictator for the 
advertising industry was recom- 
mended by F. Willett Walton, vice- 
president of Arnold Constable & Co., 
New York, addressing the school of 
business of the College of the City 
of New York. 

“Abnormal business conditions are 
forcing advertising to sell merchan- 
dise that cannot fe sold,” he said, 
“and advertising is paying a terrific 
penalty. We need leadership. 


No. 12 of a Series 


SLEEPING IN A TENT 
... NIGHTS LIKE THESE 


Z\. Ush! 


That's not depression talk. We don’t mean you'll be out of 
a job and sleeping in the alley. We mean that if they don’t 
soon start building homes, we'll all be out under the stars. 
*e Ks 
*“*x* * * 


Well, the news surprised us, too. We get depressed 
at times. We're human. ne 
But the New York Sun the other night printed this story 


about housing conditions. a al 


Mr. R. J. Hamilton, president of the American Radiator 
& Standard Sanitary Corporation was quoted as saying: 


@ “There is now in process of creation the 
same sort of deficit in housing facilities as 
took place during the years 1917 to 1921.” 


Louis J. Horowitz, chairman of the board of the 
Thompson - Starrett Company, Inc., agreed with Mr. 
Hamilton that the building industry is somewhat in the 


same position as after the war. —— 


TTT * ae e"e"s 


Thomas S. Holden, vice-president of the F. W. Dodge 


Corporation said: 


@ “A report compiled by the National Asso- 
ciation of Real Estate Boards from statistics 
gathered in 381 cities shows that 17 per 
cent have an actual shortage of houses...” 


We aren't depressed any more after we read that. 
a & & 


Also we haven't come down this far on the page with 
no ulterior motive. ie ae ie 


eeeeee 
eee eee 


We just want to point out that building is going to start 
up at a great rate soon and when it does there will be 
one man sitting up on top of it, James Jameson—architect. 


If you sell the architect, you sell all. He’s the boss. 
He puts on the O. K. or throws you down the stairs. 


And must we remind you again that the architect can be 
reached best through the medium which represents him 
to the world in the most thorough and satisfying fashion? 
And that the medium for approaching the cream of 
the architects is 


PPI PIII LEP LS 


ARCHITECTURE 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO 


LOS ANGELES SAN FRANCISCO 
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Back of Advertising Are People 


Daniel P. Woolley, vice-president | 
of Standard Brands, Inc., made a! 
suggestive and interesting statement 
in an address read for him at the 
Washington convention of the Asso- 
ciation of National Advertisers last 
week. 

“It is the handling and training of 
men which represent the greatest 
challenge in making advertising ef- 
forts most effective,’ asserted Mr. 
Woolley, after describing the mer- 
chandising operations in behalf of 
Fleischmann’s Yeast and _ other) 
Standard Brands products. 

The modern application of adver- 
tising to the practical merchandising 
operations of manufacturers has 
taken it out of the hands of the 
theorist and put it into the sphere of 
practical business. Advertising is 
not finished when the copy is written, 
the layout made, the art completed 
and the typography okayed. It is not 
all through when it is published. It 
still remains to be geared into the 
merchandising machinery, and made 
to function in selling. 

The number of people who are or 
should be concerned with advertis- 
ing, and using it in a practical way 
in every-day selling, is far greater 
today than it has ever been before. 
It is not merely because of merchan- 
dising advertising to the trade, but 
rather the development and prosecu- 
tion of a complete merchandising 
program of which advertising is an 
integral and important part. 

Because of wide variations in peo- 
ple, it is in this field that the oppor- 
tunity for error develops so rapidly. 
Many a sound program, sound as to 
its advertising features, fails be- 
cause the personal element is not 
properly handled. 

Even when it has been determined 
by test or psychological analysis | 
what the mass will do, it still re- 
mains impossible to predict accur- 
ately what any given individual will 
do. Hence the danger that a skil- 
fully worked out advertising and 


merchandising idea will fail to click 


if the personal factors are not prop- 
erly studied and handled. 

A homely example will suffice to 
show what happens when a good 
idea goes wrong. A certain oil com- 
pany, one of the largest and most 
active advertisers in an unusually 
competitive field, decided that it 
could capitalize its advertising by 
emphasis of the service features 
available at its filling-stations. The 
attendants were given rigid orders 
to extend certain “courtesies” with- 
out fail to every motorist, whether 
requested or not. 

The result was that when a car 
drove into a station, the attendants 
hopped on the running-board and be- 
gan vigorously cleaning the wind- 
shield; unscrewed the radiator-cap 
and started to fill the radiator with 
water, etc. Many a driver, in a 
hurry to be off, showed considerable 
irritation at these unsought services, 
and demanded his gas without fur- 
ther ado. Then the attendants were 
compelled to explain that they were 
under orders, and that what would 
happen if a “spotter’’ found out 
they skipped a single customer would 
be plenty. 

Courtesy is a great thing—but 
extended mechanically, and without 
proper consideration of the circum- 
stances, it becomes nothing more nor 
less than officious and unwanted, and 
does more harm than good. 

There are scores of small details 
which go to make up a complete ad- 
vertising and merchandising pro- 
gram, and at each step in the way 
someone must carry out the idea. 
It’s a good plan, instead of issuing 
a blanket order, to work with the 
men who are involved, and see that 
each individual not only understands 
what he must do, but why and how 
to do it. 

Standard Brands’ conversion of 
100,000 Fleischmann Yeast wagon- 
drivers into salesmen has been a 
great achievement, and may repre- 
sent one of the experiences which 
suggested Mr. Woolley’s comment. 


A Campaign to Insurance Adjusters? 


The Insurance Advertising Con- 
ference is doing a lot of good work in 
stimulating better publicity work. 
Unfortunately, most of its discus- 
sions have to do with advertising to 
the “insuring public,” as it is usually 
described. We have an idea that a 
campaign which would do the com- 
panies most good would be devoted 
entirely to insurance adjusters. 

The average policyholder has more 
contacts with the agents handling 
his business than with any other in- 
dividuals in the insurance picture. 
Agency men are usually skilful sales- 
men, who know how to develop and 
maintain friendly personal relations. 
And when one of their policyholders 
has a claim, and must necessarily 
come in contact with the adjustment 
department, the agent does all he can 
to smooth the way, knowing exactly 


how difficult his job is going to be. 


Fiction writers usually represent 
insurance adjusters as tough birds, 
who will pay if they have to, but not 
before. The companies, according to 
this picture, rate adjusters’ services 
on the basis of how low they are 
able to hold the percentages of losses 
paid. Under these circumstances, 
the attitude of adjusters toward the 
aforesaid insuring public is easily 
imagined. 

A case recently reported by an au- 
tomobile owner, who had just can- 
celed his policy because of an un- 
pleasant experience with an ad- 
juster, illustrates the point. Al- 
though he was willing to meet the 
company more than half way, the 
adjuster was antagonistic, discour- 
teous in manner and word, and gen- 
erally characteristic of the “tough 
bird” school. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


326. The American Economic Revo- 
tion. (Volume II.) 


This is a reprint between hard 
covers of a series of advertisements 
published by True Story Magazine 
in important newspapers during the 
first half of 1931. Unlike much copy 
written during the first half of 1931. 
vein, they still sound reasonable, so 
the author may be forgiven for do- 
ing some dignified crowing in the 
preface. 

This says in part: 

“It is with more than usual sat- 
isfaction that we present this book 
for your review. These pages were 
written during the first half of 1931. 
They dealt in large measure with 
the things that were going to hap- 
pen... . This preface is being writ- 
ten in the latter part of 1931, when 
much of these prognostications have 
had time to be controverted or veri- 
ee 

“We told you there would be no 
upset by the wage-earner this year. 
It is a satisfaction now to note there 
have been no major strikes or lock- 
outs this year. 

“Again, we wrote that the wage- 
earner would be the backbone of 
America’s spending to the best of 
his capacity, and that he realized in- 
telligently that his spending would 
be the major means by which we 
could carry on. So again it is a sat- 
isfaction to realize that this proph- 
ecy has been fulfilled and that even 
the greatest of the automobile com- 
panies have been almost entirely de- 
pendent for profits upon their low- 
priced cars. 

“Again we can tell you that the 
wage-earner is still with you on any 
logical program you may elect to 
follow, and he will continue his 
spending to the limit of his capacity, 
that our full return to prosperity 
may be accomplished as quickly as 
possible.” 


328. As Fine As We Know How to 
Make It. 


Scribner’s Magazine has issued a 
new booklet of statistics on readers 
and their buying power. It offers as a 
prelude this unusual comment: “The 
figures which follow are good—as fig- 
ures—but they are cold and uncom- 
municative when they seek to tell you 
what Scribner’s can do for you. You 
can get a true picture of that only by 
considering the figures in connection 
with the facts we have set down for 
you. Brains and heart and good red 
corpuscles go into the making of a 
magazine. They bring out the same 
qualities in a reader—and it is these 
qualities which mean something to 
an advertiser.” 


323. The Seventieth Family. 


The Condé Nast Publications are 
striking a new note in promotion 
with this booklet directed exclusively 
to travel advertisers. According to 
this analysis, only 400,000 families 
in the United States are active pros- 
pects for trips involving a consid- 
erable expenditure. However, this 
means from 1,200,000 to 1,600,000 
individuals. The booklet tells how 
this “70th family” may be reached. 


324. Where 1,500,000 Wisconsin 
People Go to Market. 


This pretentious volume, issued by 
the Wisconsin Daily Newspaper 
League presents “facts and figures 
on one of the most responsive mar- 
kets in America.” The territory em- 
braced by League papers bought 
$852,000,000 worth of merchandise 
in one year, according to this ex- 
position, or over 70 per cent of all 
purchased in the state. While indi- 
vidual figures are given for each 
market, totals are presented for the 
man in a hurry. 


DO DOCTORS NEED ADVERTISING? 


“The crisis has passed!” 


a& 
; 


— 


———ee 


“We can pay every bill this month, dear . . 


- except the doctor's.” 


—Life 


Hiawatha, 1931 


On the shores of Coca-Cola 
Dwelt the Moxies in their wigwam, 

Old Sapolio, the Chieftain, 

Pebeco, the Grizzled Prophet, 

And the warriors young and 

eager. 
In the lodge of the old Chieftain, 
With Uneeda, more than mother, 
And Victrola, old and feeble, 
Lived the warmest of the maidens, 

Musterole, Sapolio’s daughter, 

Musterole, the Sunkist Chiclet. 
All the young men sought her favor, 
Left their troubles at her wigwam, | 
Brought her Thermos skins for rai- | 

ment, 
Brought her Tarvia for ointment. 
And sweet Musterole smiled on them, 
Smiled on Listerine and Valspar, 
Smiled but left them unrequited, 
For her love she gave to no one. 
Then from Multibestos Mountains 
From the far heights of Texaco, 
Came the young chief, Instant 
Postum 
Mightiest hunter in the forest, 

All superb in strength and 

beauty, 

He it was who trapped the 

Kodak, 
He who shot the great Sears 
Roebuck, 
Shot him with his swift Pierce 
Arrow, 
Eversharp, his trusty hatchet, 
Every arrow head a Hot Point. 
O’er him gazed the Moxie maidens, 
Nujol poured her glowing glances, 
Bold Carbona sought to win him, 
Topkis brought him cakes and honey. 
But for Musterole yearned Postum, 
No Pyrene could quench the ardor 
That she kindled in his bosom. 
Through the field of ripe 
Wheatena, 

Through the Shredded Wheat 

they wandered, 

By the Rippling Cuticura, 
There beneath Palmolive shadows 
From the bough she picked the 

Grape Nuts, 
There they saw the sun descending. 
Naught cared Postum for the night 
wind, 
Blowing through the Holeproof 


forests, 


Voice of the Advertiser 


Musterole was there beside him. 
To his bosom quick he drew her, 
Whispered words of love aburning, 
Told her how he caught the Seal Pax, 
Told her how he’d slain Bull Durham, 
Told her how he’d trapped Ampico, 
Boasted of his father’s tepee, 
With its sides of Mentholatum 
With its wings of soft Socony. 
To him Musterole, a-quiver 
Listened, and her heart gave 
answer. 
All the warmth of love she gave 
him, 
All her Rubberset affection, 
Gave her heart to Instant 
Postum. 
There he wooed her, there he won her. 
Passed the years in quick succession; 
Small Post Toasties came to bless 
them, 
Triplets, B. V. D., Gold Dust Twins, 
Little Beech-Nut, Wrigley Spear- 
mint, 
Vici Kid and Pluto Water. 
These and other little Toasties 
Filled the wigwam with their 
laughter. 


—Anonymous. 


* * * 


Wants Complete List 
of Rate Reductions 


To the Editor: From time to time, 
we have noted items in ADVERTISING 
AGE reporting this or that magazine 
as reducing advertising rates, such 
as the item about Parents’ Magazine 
in the current issue. 


For some reason or other, we have 
failed to maintain a file of ADvER- 
TISING AGE and now that we are in- 
terested in having a fairly complete 
compilation of the national publica- 
tions that have reduced their rates, 
we are unable to make it ourselves. 

I wonder if it would be too much 
to ask you to have some one in your 
organization make such a compila- 
tion for us, or at least send us the 
clippings from which we can make 
our own. The favor wil be greatly 
appreciated. 

Sam B. Anson, 
General Manager, 
Shopping News, Cleveland. 
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ADVERTISING AGE 


Birmingham Law 
Hits at Substitution 


Birmingham, Ala., Nov. 27—Sub- 
stitution of any other article for an 
advertised product without inform- 
ing the purchaser of the action is 
prohibited by an amendment to Bir- 
mingham’s’ advertising ordinance 
adopted by the City Commission at 
the instance of the Birmingham Bet- 
ter Business Bureau. 

An ordinance prohibiting any ad- 
vertising containing any assertion, 
representation or statement of fact 
which is untrue, deceptive or mis- 
leading has been in force for several 


years. The amendment adds an en- 
tirely new paragraph: 

“No person, firm, corporation, asso- 
ciation, or servant or agent thereof, 
in response to an offer to purchase 
any merchandise, commodity, securi- 
ties, services, or other thing, so ad- 
vertised, shall knowingly or negli- 
gently deliver any merchandise, 
commodity, securities, or other thing 
different from that so advertised 
and offered to be purchased, without 
having previously informed the pur- 
chaser of the substitution or in- 
tended substitution.” 


NEW DEFINITION 
OF ADVERTISING 
IN DICTIONARY? 


Los Angeles, Cal., Nov. 27.— 
Abetted by Gilbert T. Hodges, presi- 
dent of the Advertising Federation 
of America, Don Thomas, executive 
secretary of the All-Year Club of 
Southern California, is endeavoring 
to induce the Funk & Wagnalls Co., 
New York, publisher of the New 
Standard Dictionary, to revise its 
definition of advertising. 

In a letter to the company, Mr. 
Thomas pointed out that “to make 
known by public notice,” the defini- 
tion carried by the dictionary for 
several years, hardly covers the sub- 
ject. 

Mr. Thomas continued: 

“A concise and truthful definition 
is ‘Advertising is printed salesman- 
ship.’ Our own advertising commit- 
tee concluded that the current defini- 
tion is ‘Advertising is the business 
of creating a desire for, and accom- 
plishing the sale of merchandise or 
service.’ 

“If you can amplify your present 
definition, you will make a distinc- 
tive contribution.” 

Mr. Hodges congratulated Mr. 
Thomas and referred to the recent 
contest of the Women’s Advertising 
Club of Chicago, out of which came 
this winning slogan: 

“Advertising is the art, science 
and business of creating a favorable 
acceptance of, demand or desire for, 
any worthy product or service.” 

Mr. Hodges listed four other defi- 
nitions considered good and sug- 
gested that a composite might 
satisfy everybody. 


Studebaker Salesmen 
See Football Upset 


About 100 retail salesmen of the 
Studebaker Corp., South Bend, Ind., 
saw the Notre Dame-Southern Cali- 
fornia game Nov. 21 as rewards in 
a sales contest. 

It is reported they learned some- 
thing about fighting. 


A. & P. Holds Meeting 


Plans to expand outlets in New 
Orleans were discussed by Atlantic 
& Pacific Tea Company officials in 
that city last week. It was said 
$1,000,000 worth of rice and $750,- 
000 of strawberries were bought by 
A. & P. in New Orleans last year. 


Publishers Sail 


S. K. Kaufman, part owner of the 
Washington ‘Evening Star, and 
Leonard K. Nicholson, publisher of 
the New Orleans Times-Picayune, 
sailed for Honolulu. 


Propose Chain Taxes 


Two chain store tax bills have 
been introduced in the Illinois legis- 
lature, one proposing a $50 tax for 
each store in excess of 20, the other 
a $1,000 tax for each in excess of 50. 


New “Liberty” Survey 
_ Mrs. Edith Redford-Lumsden was 
in New Orleans this week, working 
on Liberty’s natignal survey of un- 
employment. 


LIGHT SYMBOL 


TESTED AND 


APPROVED 


them for Utuminetion and ultraviotet 
a opener’, when used = he 
ce: MAZDA Suatight lamp 
NS 


LOOK FOR THIS EMBLEM 


This emblem is attached to fixtures made by 
the manufacturers listed below. On this em- 
blem the manufacturer states that he has sub- 
mitted one of these fixtures to the laboratories 
of the Mazda Lamp manufacturers. It has been 
tested and approved by them for illumination 
aod ultra-violet eftectiveness when used with 
the MAZDA Sunlight Lamp. Look for this em- 
biem when you buy fixtures for the use of the 
MAZDA Sunlight Lamp. 


Take Long View 
of Advertising 
of Ultra- Violet 


Cleveland, O., Nov. 27—To “UIl- 
tra-Violet for Everyone,” the name 
of the booklet featured in the cur- 
rent advertising of the lamp division 
of the General Electric Company 
and 18 manufacturers of fixtures, 
might well be added, “All the Time.” 

The 19 companies believe eventu- 
ally ultra-violet lights will supplant 
all others in the country’s offices, 
homes, factories, and wherever 
health as well as light is required, 
so that there will not be a moment 
when anyone will not work or play 
under the rays of either the sun 
or the best substitute for old Sol 
yet devised. 

The advertising reflects this view- 
point. It was felt that selling such 
an idea is going to take time and 
money—perhaps more of the latter 
than any one company can afford. 
Hence the co-operation by manufac- 
turers of fixtures, who have an 
obvious stake in the success of the 
ultra-violet light idea. 

The advertising is placed pri- 
marily by General Electric, with the 
others participating on a subscrip- 
tion basis. 

The agency is Batten, Barton, 
Durstine & Osborn. Consumer medi- 
ums used are American Magazine, 
Collier’s, Judge, The Parents’ Mag- 
azine, Physical Culture and The 
Saturday Evening Post. 

A large number of medical papers 
is being used, and trade co-opera- 
tion is sought through Electrical 
Merchandising, Electrical World, 
Electrical West, Electric Light & 
Power, and other business papers. 


Steele Starts Agency 


Shorb Steele, formerly with the 
San Francisco office of Lord & 
Thomas and Logan, has opened an 
agency at 135 Post St., San Fran- 
cisco, handling the Philippine Tour- 
ist Bureau and the Indo-China State 
Railways. 


Two Publications 
Merged by Haire 


The Linen Guildsman, official pub- 
lication of the Irish & Scottish Linen 
Damask Guilds since 1926, will be- 
come a section of Linens & Domes- 
tics, published by the Haire Publish- 
ing Co., New York, Jan. 1. 


COSMOPOLITAN 
families are BUYING NOW 


more than twice as many 
NEW MOTOR CARS 


as their neighbors... 


115,000 Pittsburgh families 
gtveanimportant answer tothe 
question of WHO BUYS IT NOW? 


In the most exhaustive house-to-house market 
study* ever attempted, 115,000 Pittsburgh 


families have reported their new car purchases, 


made within the past year. 


In striking contrast to the general Pittsburgh 
average of 9.67%—more than double that 
amount, or 20.78% of the COSMOPOLITAN 
reading families drove their new cars out of 
some dealer's showroom in the same period. 

This is concrete evidence of COSMOPOLITAN 
readers’ ability as well as willingness to buy now. 


* The R. L. Polk & Co., 1931 Pittsburgh Consumer Study 


bined with ® 


politan 


57th Sint sed Eighth Avenue, New York 


The Class Magazine with 1,700,000 Circulation 


St. Louis Women in 
Cultural Programs 


The first of three cultural pro- 
grams of the Women’s Advertising 
Club of St. Louis was given this 
month, with others to follow in De- 
cember and January. Five-minute 
talks by five members are offered. 

The speakers are Marian Denyen, 
St. Louis Globe-Democrat, books; 
Alice Davis, Mercantile Bank & 
Trust Co., drama; Opal Sweazea, 
Mississippi Valley Trust Co., music; 
Florence Majors, artist, art; Edith 
Mathews, St. Louis Star, women in 
the news. 


“Bundle News” New 
Syndicated Paper 


Clarence A. Miner, Oakland, Cal., 
is syndicating “Bundle News” to 
laundries for distribution to cus- 
tomers. 

This fills in part the gap created 
by the cancellation of the industry’s 
national advertising. 


New York Agency 
Adds Three Accounts 


Grant & Wadsworth and Casmir, 
New York, will use magazines for 
the Lewy Chemical Co., Moth gas. 

The same agency will handle the 
advertising of Margaret Lane, Bene- 
facial creams and cosmetics, and 
Slender-Fine coffee. 


Teachers of 


Advertising to 
Meet Dec. 28 


New York, Nov. 27.—The annual 
meeting of the National Association 
of Teachers of Marketing and Ad- 
vertising will be held at Washington, 
D. C., Dec. 28-30. Two sessions will 
be held jointly with the American 
Economic Association. 

The first will be held Monday 
morning, the central topic being 
“Private Enterprise in Economic 
History.” The second, Tuesday 
morning, will discuss “The Elas- 
ticity of Demand As a Useful Mar- 
keting Concept.” 

“The Census of Distribution” will 
be Monday’s subject for the N. A. 
T. M. A., four papers being sched- 
uled. 

“Marketing Policies in Relation to 
the Business Cycle” will be the sub- 
ject for Tuesday. A marketing din- 
ner will be held at 6:30, addresses 
to be made on “The Legal Status 
of Tax on Chain Stores” and one 
other subject not finally selected. 

“The Advertising Federation’s 
Survey of Collegiate Instruction” 
will be discussed Wednesday, while 
another feature will be a report of 
the committee on marketing defini- 


tions by R. S. Alexander, Columbia 


University. A business session will, 


end the meeting. 

Fred E. Clark, Northwestern Uni- 
versity, is chairman of the nominat- 
ing committee. 


Crane and Monroe 


in Coast Alliance 

The Crane-Monroe Company has 
taken quarters in the Van Nuys 
Building, Los Angeles, and will do 
a general agency business. 

The principals are Robert P. 
Crane, former Pacific Coast man- 
ager for Lord & Thomas and Logan, 
and Walter C. Monroe, formerly 
with the Los Angeles office of Edwin 
Bird Wilson. 


Lord & Thomas and 


Logan for Paint Copy 

The Pittsburgh Plate Glass Com- 

pany has placed the advertising of 

its paint division with Lord & 
Thomas and Logan, Chicago. 


Returns to England 
Detective stories are still the most 
popular fiction in Great Britain, H. 
R. Dent, English book publisher, 

said, as he sailed from Canada. 


N. B. C. Adds KOIL 
KOIL, Council Bluffs and Omaha, 
will join the National Broadcasting 
Company Dec. 1 
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November 28, 1931 


ATTENDANCE AT 
A.N. A. MEETING 


Washington, D. C., Nov. 27—Reg- 
istration at the meeting of the 
Association of National Advertisers 
last week included the following: 


Members 

Clifton C. Andrews, Willard Storage 
Battery Co. 

R. D. Baldwin, Simonds Saw & Steel 
Co. 

J. E. D. Benedict, Metropolitan Life 
Insurance Co. 

R. H. Bennett, General Foods Corp. 

Robert V. Beucus, Jergens Woodbury 
Sales Corp. 

Robert D. Black, Black & Decker 
Mfg. Co. 

Frank LeRoy Blanchard, Henry L. 
Doherty & Co. 

Elon G. G. Borton, La Salle Exten- 
sion University. 

Pierre Boucheron, RCA Victor Co. 

Arthur H. Boylan, The Drackett 
Chemical Sales Co. 

Mrs. Edythe S. Bradford, Lydia E. 
Pinkham Medicine Co. 

Lee Bristol, Bristol-Myers Company. 

T. L. Burch, The Borden Sales Co., 
Inc. 

— C. Byler, SKF Industries, 
ne. 

G. R. Cain, Swift & Company. 

W. D. Canaday, Lehn & Fink, Inc. 

Edwin C. Caswall, Climalene Co. 

Harry H. Caswell, W. F. Young, Inc. 

Bennett Chapple, American Rolling 
Mill Co. 

Arlington W. Clark, Black & Decker 
Mfg. Co. 

— H. Cole, Peter Henderson & 
0. 

H. C. Collins, c/o The White Com- 
pany. 

Thomas T. Cook, American Tel. & 
Tel. Co. 

W. H. Cordes, American Steel & 
Wire Co. 

Charles Culp, E. I. du Pont de Ne- 
mours & Co., Inc. 

W. J. Daily, General Electric Com- 
pany, Electric Refrigeration Dept. 

Thos. D. Darlington, Hercules Pow- 
der Co. 

L. C. DeForest, The Hills Bros. Co. 

Matt Denning, Du Pont Company. 

A. N. Dingee, The Electric Storage 
Battery Co. 

T. F. Driscoll, Armour & Company. 

J. W. Dunbar, General Electric Com- 
pany. 

Reggie T. Ellis, E. I. du Pont de 
Nemours & Co., Inc. 

C. F. Farnham, American Stove 
Company. 

A. Elliss Frampton, Hammermill Pa- 
per Co. 

Dan Gerber, Fremont Canning Co. 

E. L. Gouedy, Eagle-Picher Lead Co. 

Charles H. Gregory, Wallace Silver- 
smiths. 

Harry E. Green, RCA Victor Co. 

Wm. B. Griffin, International Silver 
Company. 

Wm. Arthur Grove, Edison General 
Appliance Co. 

*, A. Haggerty, Hinze Ambrosia, 
ne. 

M. Harlan, Household Finance Corp. 

— Harms, Premier Malt Sales 

E. _ Harrington, Du Pont Rayon 


R. L. Harris, American Chicle Co. 

Carleton Healy, Eastman Kodak Co. 

Harry A. Hey, Singer Sewing Ma- 
chine Co. 

Julius S. Holl, Link-Belt Company. 

W. F. Honer, Fuller Brush Co. 

M. Hooper, The Mallory Hat Co. 

E. K. Hunt, The Champion Coated 
Paper Co. 

Paul W. Huston, Spool Cotton Co. 

Merrill Hutchinson, Pillsbury Flour 
Mills Co. 

H. V. Jamison, American Sheet & 
Tin Plate Co. 

J. S. Johnson, Johnson & Johnson. 

S. F. Johnson, International Silver 


Bayard Jones, Remington Arms Co., 
Inc. 

Turner Jones, Coca-Cola Co. 

David F. Kahn, The Estate Stove 
Co. ; 

A. J. Kahne, Libby-McNeill & Libby. 

Joseph M. Kraus; “A. Stein & Com- 
pany. 

Frank Easter, Fruit Dispatch Co. 


DISCUSSES MAIL 


William W. Tomlinson, advertis- 
ing manager of the Scott Paper Co., 
who presided at the direct mail ses- 
sion. 


William Kay, John F. Jelke Co. 

Roland P. Kelley, Timken Roller 
Bearing Co. 

P. J. Kelly, Goodrich Rubber Com- 
pany. 

E. M. Keller, The Mallory Hat Co. 

Cliff Knoble, Chrysler Corporation. 

Bradley C. Lawton, Loose-Wiles Bis- 
cuit Co. 

W. H. Leahy, Dennison Mfg. Co. 

Bernard Lichtenberg, Alexander 
Hamilton Institute. 

Mr. Lightner, Singer Sewing Ma- 
chine Co. 

Lycien P. Locke, 
Corp. 

D. H. McConnell, Jr., Hinze Ambro- 
sia, Inc. 

Elliott McEldowney, H. L. Doherty 
Co. 

Allyn B. McIntyre and A. Mansker, 
Pepperell Manufacturing Co. 

Theodore Marvin, Hercules Powder 
Co. 

Grace Mason, Lydia E. Pinkham 
Medicine Co. 

W. H. Mathee, Johnson & Johnson. 

Herbert Metz, Graybar Electric Co. 

George Mott, Zonite Products Cor- 
poration. 

Jos. D. Nelson, Jergens-Woodbury 
Sales Co. 

R. V. Newman, Household Finance 
Corp. 

Arthur H. Ogle, Bauer & Black. 

Ernest M. Ossalt, Campana Corpora- 
tion. 

Geo. F. Oxley, National Electric 
Light Association. 

R. S. Partridge, Fruit Dispatch Co. 

Claudius G. Pendill, Towle Manufac- 
turing Co. 

S. Picker, Crystal Chemical Co. 

John H. Platt, Kraft-Phenix Cheese 


Ethyl Gasoline 


Co. 

Ben. M. Polla, Richfield Oil Corpora- 
tion of N. Y. 

Roger A. Poor, Hygrade Lamp Divi- 
sion, Hygrade Sylvania Corp. 

C. D. Proctor, Remington Rand Bus- 
iness Service, Inc. 

Stuart Peabody, The Borden Com- 
pany. 

H. S. Reizenstein, 
Electric & Mfg. Co. 

William Reynolds, Electrolux Refrig- 
erator Sales, Inc. 

Elizabeth H. Rice, Warner Brothers 
Co. 

L. B. Richards, Western Clock Co. 

H. W. Roden, Johnson & Johnson. 

Walter S. Rowe, The Estate Stove 
Co. 

W. L. Schaeffer, National Tube Co. 

Stanley P. Seward, The White Com- 
pany. 

W. G. Snow, International Silver 
Co. 

Benj. Soby, Westinghouse Radio Sta- 
tion. 

John A. Spooner, The Viscose Co. 

Samuel M. Stein, A. Stein & Com- 
pany. 

W. H. Stellner, RCA Victor Co. 

L. G. Stevens, Borden’s Produce 
Company. 

Kenyon Stevenson, Armstrong Cork 
Company. 

Evans E. A. Stone, Wm. Peterman, 
Inc. 

M. W. Tapley, E. R. Squibb & Sons. 

P. L. Thomson, Western Electric 
Co. 

P. C. Thompson, Strathmore Paper 
Co 


Westinghouse 


W. Ww. Tomlinson, Scott Paper Co. 


Reuel L. Twitchell, Carnegie Steel 
Co. 

John M. Van Horson, Johnson & 
Johnson. 

Geo. W. Vos, The Texas Company. 

H. O. Ward, Chrysler Export Cor- 
poration. 

Wm. G. Werner, Procter & Gamble 
Co. 

Elmer J. Wible, Pittsburg Steel Co. 

Stanly F. Withe, Aetna Life Insur- 
ance Co. 

William A. Wolff, Western Electric 
Co. 

John P. Young, Armstrong Cork Co. 

Non-Members 

G. C. Congdon, Jones & Laughlin 
Steel Corp. 

D. C. Miner, Keasbey & Mattison 


Co. 

Billy B. Van, Pine Tree Products 
Co. 

Murray E. Crain, ADVERTISING AGE. 

L. T. Bartlett, Atlantic Publications. 

W. B. Benton, Benton & Bowles. 

Frank H. Birch, Criterion Advertis- 
ing Co. 

Howard J. Black, Time, Inc. 

Mortimer Berkowitz, American 
Weekly. 

Charles J. Boyle, Paul Block & As- 
sociates. 

The Brantly, Crowell Pub. Co. 

L. T. Bush, The Blackman Co. 

Frank Braucher, Crowell Pub. Co. 

Walter Burn, Bureau of Advertising. 

B. T. Butterworth, New York Times. 

A. J. Carpenter, The Carpenter Ad- 
vertising Co. 

R. P. Clayberger, Calkins & Holden. 

A. L. Cole, Popular Science Pub. Co. 

Aglar Cook, Topics Publishing Co. 

Thomas D’Arcy Brophy, Kenyon & 
Eckhardt, Ine. 

H. F. Douglas, Erwin, Wasey & Co. 

F. Du S. Duke, Time, Inc. 

P. M. Fahrendorf, United Business 
Publishers. 

H. E. Fisk, Outdoor Advertising 
Assn. of America. 

Eugene Forker, New York Ameri- 
can. 

Sam Fuson, Erwin, Wasey & Co. 

George Fowler, Pictorial Review. 

Chub Fuller, Publishers’ Representa- 
tive. 

F. R. Gamble, American Association 
of Advertising Agencies. 

L. W. Gillette, National Geographic 
Magazine. 

Ray Gills, The Blackman Co. 

Norman W. Geare, Geare-Marston, 
Ine. 

Walter Hanlon, True Story Maga- 
zine, 

Ray H. Haun, Curtis Pub. Co. 

Paul Hanson, Paul Block & Associ- 


GROUP LEADER 


Clifton C. Andrews, advertising 
manager of the Willard Storage 
Battery Co., Cleveland, who pre- 
sided at the dealer problems’ session 
of the A. N. A. 


ates. 

John H. Hawley, Hawley Advertis- 
ing Co. 

Fred A. Healy, Curtis Pub. Co. 

D. L. Hodges, Good Housekeeping. 
William M. Hewitt, Foreign Lan- 
guage Field Service Corporation. 

G. T. Hodges, New York Sun. 

F. T. Hopkins, National Outdoor Ad- 
vertising Bureau. 

Robert L. Johnson, Time, Inc. 

Joseph Katz, Joseph Katz Co. 

T. Wylie Kinney, Pictorial Review. 

Edgar Kobak, McGraw-Hill Pub. Co. 

S R. Latshaw, The Butterick Pub- 
lishing Company. 

Guy Lemmon, Benton & Bowles. 

Willard Lochridge, J. Walter Thomp- 
son Co. 

Gilbert Lucas, New York Theatre 
Program Co. 

Thos. I. Luckett, Lord & Thomas and 
Logan. 

Jay E. Mason, The Business Week. 

J. P. Maynard, Christian Herald. 

Clair Maxwell, Life. 

K. D. McAlpine, Futura Publications, 
Inc. 

G. F. McClelland, National Broad- 
casting Company. 
Harold W. McGraw, 

Pub. Co. 
E. H. McHugh, International Maga- 
zine Co. 


McGraw-Hill 


SONG AT TWILIGHT 


One of the photographs which attracted attention in the wan- 
ing days of the Detroit Exhibit of Contemporary Art was by 
Paul Outerbridge, Jr., represented by Roland Galin, New York. 


Dwight M. Mills, McGraw-Hill Pub. 
Co. 

W. F. Moore, Batten, Barton, Dur- 
stine & Osborn. 

Howard Myers, Architectural Forum. 

Malcolm Niebuhr, Outdoor Advertis- 
ing, Inc. 

William Okie, N. W. Ayer & Co. 

Robert B. Olson, Sterling Engraving 
Co. 

Robert W. Orr, Lennen & Mitchell, 
Inc. 

James O’Shaughnessy. 

C A. Oswald, Oswald Advertising 
Agency. 

H. J. Payne, Associated Business 
Papers. 

Amos Parrish, Ames Parrish & Co. 

Carl Percy, Carl Percy, Inc. 

Guy C. Pierce, Williams and Cun- 
nyngham. 

Nelson Poynter, Boston. 

Wm. H. Rankin, Wm. H. Rankin 
Company. 

C. Rheinstrom, Liberty. 

U. B. Ricketts, Cowan & Dengler. 

Edgar F. Riebetanz, Van Sant, Dug- 
dale & Corner. 

Norman S. Rose, Christian Science 
Monitor. 

E. H. Roudolph, Paul Block & Asso- 
ciates. 

Naomi Donna Shaw, Fairchild Pub- 
lications. 

John E. Sterling, McCall Co. 

Ralph K. Strassman, American 
Weekly. 

Rodney B. Stuart, The McCall Co. 

G. Lynn Sumner, G. Lynn Sumner 
Company, Inc. 

Douglas Taylor, Printers’ Ink. 

W. C. Platt, Associated Business 
Papers. 

Ordway Tead, Harper & Brothers. 

E. V. Thompson, The Curtis Pub- 
lishing Company, Inc. 

Ralph Trier, New York Theatre Pro- 
gram Company. 

C. A. Underhill, 
graphic Magazine. 

L. S. Vance, Oklahoma Publishing 
Company. 

Wilbur Van Sant, Van Sant, Dug- 
dale & Corner. 

P. E. Ward, The Farm Journal. 

L. A. Weaver, House & Field. 

R. T. Whitney, Red Book. 

Roy C. Witner, National Broadcast- 
ing Company. 

Victor Whitlock, The United States 
Daily. 

Walter Drey, Forbes. 

Walter Mann, Walter Mann. 

Nigel Cholmeley-Jones, Paul Block 
& Associates. 

Bernard Grimes, Printers’ Ink. 

0. ‘W. Cooley, Advertising & Selling. 


National Geo- 


Representatives 
Nominate Blish 


The nominating committee of the 
Newspaper Representatives Associa- 
tion of Chicago has chosen Sylvester 
Blish to head the “regular ticket” 
for the election Dec. 14. Other nom- 
inations: 

J. B. Shaw, vice-president; Berry 
Stevens, secretary; H. E. Scheerer, 
treasurer; 

Directors: P. L. Henriquez, retir- 
ing president; R. J. Virtue and El- 
mer DeClerque. 


Milwaukee Mail 


Advertisers Elect 

Jane MacCarthy, Mac’s Letter 
Service, has been re-elected presi- 
dent of the Mail Advertising Serv- 
ice Association of Milwaukee. Other 
officers: 

E. P. Anderson, Multigraphing 
Service Co., vice-president; H. H. 
Gerlach, Gerlach Service Co., secre- 
tary and treasurer. Directors: Elias 
Ross, Jack’s Letter Service; E. F. 
Riedelbach, R. & L. Service, and 
Will H. Fisher, Will H. Fisher, Inc. 


Redman Named Chairman 

Following affiliation with the 
Springfield Chamber of Commerce, 
the Sales and Advertising Managers’ 
Association of Western Massachu- 
setts has named as chairman James 
E. Redman, of the United American 
Bosch Corporation. 


Appointed by Shuman 
Geo. L. Shuman, Chicago pub- 
lisher, has appointed Green, Fulton 
& Cunningham, Chicago. The com- 
gens will publish the “New Wonder 
orld” early in the spring. 


Attack Utilities 
The Retail Furniture Association 
of Washington is introducing a bill 
in the State legislature prohibiting 
merchandising by utilities. 
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ADVERTISING AGE 
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.....A Variation of 153 per cent 
in the Stopping Power of your Ads! 


HE sits in on no copy conferences. 
Wields no blue pencil on layout. But 
he does have a voice in where your ad 
goes. 

And through that voice—according to 
the reports of ad-readers themselves—he 
can vary the stopping power of. your ad- 
vertising from 15% to 153%! 

For new facts, gathered in a wholly new 
kind of magazine survey, show that the 
eye-stopping factor may differ that much 
or more in various magazines. 

Regardless of the illustration! 

Regardless of the headline! 

Regardless of anything that anyone can 
do—except your space buyer! 


The Gallup Tests 


These facts came out last July and August. 
Dr. George Gallup, professor of Adver- 
tising and Journalism at Northwestern 
University, led his investigators into 6 
Cities at that time. (Official observers from 
the A.N.A. went along in 3 cities.) 

With current copies of the 4 mass 
weeklies in hand, they approached 15,000 
front doors. 

Talked to those who answered where- 
ever one or more of the magazines was 
found. 

Leafed through the entire book—page 
by page—crayon in hand. 

And chethed down exactly what had 


, 


been seen—what had been read in each of 
the 4 mass weeklies. 


W hat They Found 


By this simple (though never before 

attempted) process of measuring reader- 

interest in magazines by what people re- 

membered seeing, this was discovered: 

...+ For every 100 men in a given circulation 
unit stopped by the average page advertise- 
ment in Magazine A, 115 were stopped in 
Magazine B, 71 in Magazine C, and 132 in 
LIBERTY. 

. For every 100 women in a given circulation 
unit stopped by the average page advertise- 
ment in Magazine A, 130 were stopped in 
Magazine B, 68 in Magazine C, and 173 in 
LIBERTY. 


There’s a Reason! 
But editorial content as well as advertis- 
ing was checked in this census. And in 
expressing themselves on what they read 
among the editorial pages, readers helped 
explain differences in the effectiveness of 
advertising pages. For... 
A. READER INTEREST was found great- 
est in those magazines with the greatest pro- 
portion of spirited, dramatic, newsy stories 
and articles. 
B. READER INTEREST was found great- 
est where reading was made easiest—i.e., 
make-up which cut down run-overs an 
‘*‘continued-on-page-blank’’ interruptions. 
C. And, as might have been expected, 
READER INTEREST was most intense 
where the percentage of single-copy, bought- 
when-wanted circulation was highest, drop- 
ping off as the percentage of mail circula- 
tion rose. 


Add compact, easy-to-handle size to Fac- 
tors A, B, C, and you have the formula 
on which LIBERTY has been built into 
America’s best read weekly: 
A. 100% post-war-paced editorial content. 
B. 100% story-on-consecutive-pages make- 
up, barring all run-overs. 
C. 99% single-co circulation, bought 
only when wanted he read. 
D. Compact, easy-to-handle page-size. 


Consider Costs 


The picture becomes even more interest- 
ing when viewed through the dollar sign. 
For LIBERTY page costs are down 35% 
in the past 5 years. Putting in your space 
buyer’s hands not only a 153% variation 
in stopping power of your ads, but a pos- 
sible 188% variation in the buying power 
of your advertising dollars! 


Want Proof? Just Write! 
Many an advertiser, many an agency has 
invited LIBERTY to present the Gallup 
Tests in detail through personal group 
presentation. 

For those missed, for those not-yet- 
reached-but-anxious, the presentation is 
ready in report form. As a mass advertiser 
interested in getting all your money 
should buy, simply write a note on your 
own letterhead. A copy of the report will 
come with all speed via a LIBERTY repre- 
sentative. The address . .. LIBERTY, 420 
Lexington Avenue, New York City. 


WHAT HAPPENED 


to the Same Copy when it ran in Four 


Different Magazines . . . as reported by 
Dr. Gallup’s Reader-Interest Census. 


— 
(AsTs Lomeee 


THE new, ® 
TEXACO 


This center spread in full color appeared in Magazine A 


July engine heat 
REQUIRES AN OK THAT IS 


Tases soneee 
——e 


ASE” TEXACO motor oF 


AAae- Pe OOr. Rants cenees 


This page in full color ap- 
peared in Magazine C 


This page in full color appeared 
in Magazine B 


This effective Texaco ad- 
vertisement appeared in 
full color in the four mass 
weeklies last July while 
the Gallup Reader - In- 
terest Census was being 
made. Once—in Maga- 
zine A—it appeared in 
center- spread position. 
Elsewhere, it appeared 
in one full page. 


ne oe 
—=“TEXACO mores on SD 


This page in full color 
appeared in LIBERTY 
But! Dollar for dollar expended, this Texaco 
copy stopped more people in LIBERTY than 
in any other mass weekly. Specifically— 

It stopped 95% more men and 92% more 
women in LIBERTY than in Magazine “A”; 
It stopped 23% more men and 37% more 
women in LIBERTY than in Magazine "B”; 
It stopped 147% more men and 110% more 
women in LIBERTY than in Magazine “C”. 


Liberty. .. AMERICA’S Best Read Weekly 
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ADVERTISING AGE 


November 28, 1931 


LAUNCHES NEW 
DRIVE AGAINST 
CIGARETTE COPY 


Worse Than Other Kinds, Al- 
leges Secretary 


Lincoln, Neb., Nov. 27—Charging 
the press has closed its columns to 
adverse comment on “offensive ciga- 
rette advertising,” L. O. Williams, 
4435 Huntington avenue, secretary 
of the Committee Against Cigarette 
Advertising, is using the mails in a 
new crusade. Mr. Williams’ latest 
blast against this form of copy says 
in part: 

“It is a year since the writer, as 
secretary for an anti-cigarette ad- 
vertising committee, began circulat- | 
ing petitions against such advertis- | 
ing in our state papers. Practically | | 
every welfare organization in the 
state, including the Parent-Teachers 
Association, either endorsed or 
adopted these protests; first, through 
the parent organization and then by 
local or county associations. 

“We also secured the endorsement 
of officers of the Boy Scouts of 
America and the Camp Fire Girls. 
Official endorsement was also volun- 
teered by the state leader of the 4H 
Boy’s and Girl’s Clubs of this state. 


“The Nebraska State Grange at 
its last annual meeting passed reso- 
lutions condemning the cigarette. 
The Nebraska Farmer is a practical 
example of what the leading farm 
papers of the state and nation can 
do toward suppressing this evil. The 
publisher and stockholders of this 
magazine have refused all contracts 
offered them for advertising tobacco. 
This means a shrinkage of their po- 
tential income of upwards of $10,- 
000.00 annually. 

“Lastly, from this galaxy of pro- 


QUIET FAMILY GATHERING 


James Napoli, National Illustrating Studios, Cleveland, en- 
tered this pen and ink drawing in the Detroit exhibition. 


tests against the cigarette I cite the 
attitude of school teachers toward 
this giant evil. The State Associa- 
tion at its session of 1930 disap- 
proved the patronage of magazines 
that carry such advertising, and Dis- 
trict No. 6 also went on record con- 
demning such misleading advertis- 
ing matter, as found in magazines 
used in our schools. 


“Again, our teachers in District 


“PRarshing 


the Bubble, . 


‘‘Many farmers live in towns and 
drive out daily to their farms’’—is a 
Story certain farm publications tell 
to advertising men unfamiliar with 
farm life, to justify much town cir- 
culation. 


The fallacy of this story is proved. 
Only 133,000 farmers* live in cities 
and towns over 2,500 population — 
comparatively unimportant even 
if all subscribed to one magazine. 
Altogether, only 250,000 farmers 
live away from their farms. 
{*Not including 300,000 farm 
laborers in towns} 
2 2 * 


The Farm Journal is far ahead in the 
farm field, and with its recent farm 
circulation increase, now reaches: 


—nearly 40% more farm 
families than the nearest 
two publications 


—over 70% more than the 
fourth 


—nearly double the fifth 


++.++- comparisons based on R. F. D. 
reports, which have proved accurate 
measures of relative farm circulations. 


The aril 


> Ueiti! Re 
(BOR OFS S 
FARMERS 


A publication’s domi- 


nance in its group is proof 


of quality, character and 
particular appeal to the 
class of readers for whom 


these publications are 


edited, the great unseen 


value to the advertiser. 


e ° ° 


Jo urnal 


Philadelphia — New York — Chicago — Detroit 
Dominant on Farms — Covers Richest Sections — Greatest Pulling Power 


No. 1, numbering 4,000, at their con- 
vention in 1931, passed a resolution 
condemning in no uncertain tones 
the ‘fraudulent advertising’ of the 
tobacco barons. All such resolutions | 
on the part of our State Associations 
are backed by the National Teachers 
Association in its affirmation that 
‘Schools should continue to empha- 
size the evil effects on the human 
body of alcohol, tobacco and nar- 
cotics.’ 

“The first protest was by our 
Presbyterian Synod of Nebraska at 
their annual meeting in October, | 
1930. No attempt was made to can-| 
vass the churches of the state, 
though many church and bible-school 
organizations have taken part in 
this campaign. There is no lack of 
evidence for the conviction of the 
cigarette. I have several hundred of 
these protest petitions signed and on 
file. They have been presented both 


personally and by mail to the news- 


papers known to carry offensive cig- 
arette advertisements. The strange 
and almost unbelievable feature of 
this campaign is the refusal of such 
papers to heed these requests! 
“Other advertising is open to crit- 
icism. In fact many advertisers 


| need to recast their methods as well 
|as matter. 


Attention is confined to 
the cigarette at this time because 


|of its outstanding character. 


“Its extravagant statements and 
deceptive half-truths have been 
flashed in our faces from the pages 
of daily papers and magazines until 
we have come near believing them 
true. These cigarette women (and 
men) with their alluring smiles and 
forecast of dark shadows, are of 
‘such hideous mien that to be hated 
need but to be seen.’” 


Condemnation of 


Cigarette Copy 
Irks Vanderbilt 


Nashville, Tenn., Nov. 27.—Van- 
derbilt University deans and _ stu- 
dent editors discussed the resolution 
of the Davidson County W. C. T. U. 
condemning cigarette advertisements 
in student publications. 

“A lot of bologny,” Dr. C. Madison 
Sarratt, dean of men, said. 

“T will merely ignore it,” Dr. Ada 
Belle Stapleton, dean of women, de- 
clared. 

“Ridiculous,” asserted Walter 
Paschall, editor of The Masquerader, 
humorous publication. 

“A case of misdirected effort,’ 
said Lacey Reynolds, editor of The 


| Hustler, a newspaper. 


Mortlock with Planet 


George C. Mortlock, at one time 
managing director of the Thomas 
Lipton Co. in the United States and 
Canada, has been named merchandis- 
ing director of the Planet Mfg. Co., 
Meriden, Conn. He will direct sales 
of electric dish-washing machines 
for domestic and institutional use. 


Buys Service Company 


The Aronsson Printing Co., De- 
troit, has bought the Sales Equip- 
ment Co., a direct-mail organization 


| serving automotive dealers. 


Seek Foreign Data 


Thirteen Connecticut manufac- 
turers have dispatched Joseph E. 
Wuichet, foreign trade secretary of 
the Connecticut Manufacturers’ As- 
sociation, on a four-month tour of 
South America. 


OWNERSHIP OF 
NAMES AWARDED 
TOCANADADRY 


Philadelphia, Pa., Nov. 27—Can- 
ada Dry Ginger Ale, Ine., was 
granted the use of “Canada Dry,” 
“Canadian” and “Canadian Club” 
for ginger ale and other beverages 
in a decision handed down by Judge 
Dickinson in United States District 
court here. 


An injunction restraining the Ca- 
nadian Club Corporation from using 
the titles was allowed. 


Can’t Trade-Mark Schedule 


Washington, D. C., Nov. 27—The 
Patent Office refused the application 
of The Kansas City Southern Rail- 
way Company for the registration 
of its trade-mark for time-tables. 


It was determined that time- 
tables “are merely incidental to the 
service of transportation rendered by 
applicant and not goods in com- 
merce” within the meaning of statu- 
tory provisions restricting the reg- 
istration of trade-marks to “goods 
in commerce.” 


The applicant’s time-table, it was 
pointed out in the opinion of Assist- 
ant Commissioner M. J. Moore, “is 
in no sense a ‘vendable commodity’ 
or a ‘marketable product.’ ” 


“Jewel” Identifies Food 


Washington, D. C., Nov. 27—The 
Jewel Tea Co., Chicago, has with- 
drawn its opposition to registration 
of “Jewel” by Frank C. Weber & 
Co., Chicago, as a trade-mark for 
coffee, cocoa, cinnamon, mace, etc. 


The case reached the Court of 
Customs & Patent Appeals August 2, 
1930, following prolonged litigation 
in the patent office. 


Frank C. Weber & Company based 
application for registration on the 
fact that it had used the word 
“Jewel” continuously since 1881, and 
listed the merchandise to which it 
was appropriated. 


In notice of opposition, the Jewel 
Tea Co. asserted the word “Jewel” 
constitutes the principal part of the 
name of its corporation, which had 
been registered in the Patent Office. 
The company objected only to the 
use of the mark on certain goods. 


MAKE LIFE INTERESTING FOR WAITING SALESMEN 


The severity of the lobby of the Cramer-Krasselt Co., Milwaukee agency, is relieved 
by illustrations which adorn the walls, all being products of the agency’s art department. 
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ADVERTISING AGE 


Revolutionists 


HERE LIES LOVE 

A story of modern erations by 

Stephen Morehouse 
Avery 


HERE'S HOW) 


she spends her annual 


BILLION DOLLARS | 


Hats. ........ eke $ 17,242,245.90 
5 Eee eee 60,885,772.20 
ee eee 110,251,514.34 
ER oc csnctinlovaiecons 6,821,299.98 


ROPES Retire om 25,691,818.68 
TE ccseiccenncseren 11,909,652.48 
PE accrscscrecrscccsscenee 19,161,281.70 
Pajamas .ncnuennen 5.395,382.98 
Traveling Bag ............ 14,881,250.34 
TRIE cissssinccsssecmncicoes 13,595,544.72 
Cold Cream................ 3,428,517.00 
Cleansing Tissue...... 1,664,467.32 
Hand Lotion ............... 462,242.96 
Face Powder .............. 3,098,288.80 
RIE crscesscc ccc necteem 1,929,783.24 
Toilet Soap .................. 2,372,626.08 
Bath Powder ............... 839,037.89 
Deodorant «..........ccss00-00 480,375.52 
Fountain Pen............... 3,094,251.20 
Mechanical Pencil... 995,486.00 
EE, ers rctenriosee i 5,002,876.71 
Tce Sheates .n.cccc..ssssesseee 2,255,846.24 
Tennis Racket........... 3,870,844.20 
eT  , 3,189,265.25 
Swimming Suits......... 2,784,135.42 
Oe eee 7,641,251.64 
Tooth Brush ...... aa 738,538.02 
Tooth Paste ............... 2,550,993.12 
Mouth Wash...... ..  1,879,119.00 
Perfume............. ..  5,416,219.80 
Lipstick ....... om 696,958.77 
Mascara ............ ais 85,414.32 
Nail Polish ... - 708,613.44 
Stamp @Wceseeessseecsseeees 1,194,395.29 
a Se - 595,983.06 
Typewriter cccsccsnnee 20,871,717.84 
Wrist Watch.............. 21,724,548.32 
Alarm Clock .............. 1,377,064.02 


Golf Clubs ........ 4,767,571.20 
This survey shows that 4 out of 5 


Orc: students are COLLEGE 


UMOR readers. 
1932 is the year to make YOUR 
name a habit with THE BIG GIRL 
OF COLLEGE HUMOR. 


Gp on 


...: She spends 
$110,250,000 for 


dresses, alone! 


@ Here she comes! There she goes! On the phone. In the 
roadster. A thrilling, vibrating bundle of life and loveliness. 
Whet a GIRL! — the 581,596 of her in our colleges and 


universities. 


“They simply DON'T do it any longer,” she tells her 
mother. And Dad learns that “No one buys that kind any 
more!’ And when grandfather switches the radio from 
rhythmic melody to a static program she breaks out with, 


“Who Died?” 


Sensitive, beautiful, higher idealed than any college girl 
before her, she causes designers to change the packages 
and labels of manufactured products. Motor cars race to 


new successes, or die a-borning, b f AMERICA’ 
COLLEGE GIRL. a — 


If she doesn’t rule our homes and the building of them 
then please, somebody, step in and tell us who does? 


She’s the girl you are always reading about — and have 
such a hard time rounding up, if you haven't used COLLEGE 
HUMOR. 


What a girll Waiting for you to give her ‘new ideas’ 
and start her into diferent buying habits than she has been 
the victim of in her own home. She wants a new home — 
everything new and different. Don’t try to reform her. 
Really, who would want to! 


There's always one SURE place to meet her — and if 
you haven't COLLEGE HUMOR in your 1932 sales plan 
then you're turning your back on the place where she has 
her rendezvous with new ideas. COLLEGE HUMOR in- 
fluences the biggest slice of her BILLION DOLLAR annual 
expenditure — the place to win her friendship and shape 
her buying-habit to your product. 


We'll gladly call and tell you more about this — the 
first survey of the entire college and university student body 
of the nation; made for COLLEGE HUMOR by Erwin, 
Wasey & Company. 


College 
Humor 


Graybar Building 1050 N. La Salle St. 
New York City Chicago - Illinois 
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‘‘Radio Post’’ 
in Magazines 


Fails to Take 


New York, Nov. 27—A plan to 
print radio programs in magazines, 
preferably weeklies, has fallen 
through, it was indicated by those 
familiar with the project. 

A central agency was to buy mag- 
azine space at card rates and retail 
it to radio advertisers under the 
heading of “Radio Listening Post.” 

The majority of advertisers ap- 
proached indicated they felt the 
daily newspaper was the logical 
place for tie-ups of this kind. Pos- 
sible changes in broadcasting time 
and other complications made use of 
magazines for this purpose some- 
what speculative, they said. 


Batler New Editor 


of “Physical Culture” 
Physical Culture, New York, an- 
nounced the appointment of Shep- 
ard Butler to the editorship. After 
ong newspaper experience, Mr. But- 
ler became associate editor of Lib- 
erty in 1924, being promoted to ex- 
ecutive editor in 1928. 
When the Macfadden Publications 
bought Liberty, he remained its ad- 
visory editor. 


NEW TARIFF AGT 
MAY BE INVOKED 
AT WASHINGTON 


British Situation Is Watched 
Closely 


Washington, D. C., Nov. 27—The 
Tariff Act of 1930 will be brought 
into play by the Department of the 
Treasury, to order countervailing 
duties against British products im- 
ported into the United States, mak- 
ing American duties equivalent to 
rates charged by Great Britain 
against imports from the United 
States. 

In making this announcement, 
the Treasury said it is keeping in 
touch with proposed increases in 
duties by Britain and the counter- 
vailing duties will be ordered when- 
ever the Tariff Act of 1930 requires. 

Under the statute, countervailing 
duties are required to be imposed 


“EXCLUSIVE” 
—they say 


Beware that word ‘“‘exclusive”’. 


It’s the copywriter’s football—used for 


everything from Eugenie hats to sub- 


scription lists. 


Big Names don’t make a list exclusive. 
If they did, the American Red Cross 


would be our most exclusive club. Ex- 


clusiveness is 


measured not so much 


by the presence of big names as by 


the absence of little ones. 


That's a fair yardstick when you send 
your advertising out to meet business 
men—to know the entire circulation 


list—the big ones and the little ones. 
You're buying them all. 


The circulation that will take your 
message to big business with the 


smallest amount of waste is your 


best bet. 


MOTOR CAR OF THE FUTURE 


magazine. 


That is the guess of Sidney A. Wells, art director of Adver- 
tisers, Inc., Detroit agency, as given “Commercial Art,” a British 


under certain conditions and on cer- 
tain specific commodities. The chief 
condition is that the foreign rates 
of duty shall be higher than those 
charged on imports into this coun- 
try. 

When such countervailing duties 
are imposed, they automatically 
must be raised to offset completely 
the rates applied by the foreign 
government against shipments from 
the United States. 

The Treasury said its policy is not 
one of, retaliation. It is seeking to 
administer the statute, “sympathet- 
ically,” that the full spirit of the 
law may be carried out. 


Ready to Move 


Administrative officers of the Bu- 
reau of Customs are prepared to 
move quickly in event there are rate 
increases abroad that bring into 
play the mandatory sections of the 
Tariff Act of 1930. 

The Department of Commerce 
will advise the Bureau of Customs 
through the Secretary of the Treas- 
ury as to whether specific rates are 
increased, and the Bureau of Cus- 
toms will decide at once whether the 
1930 Act directs it to apply counter- 
vailing duties. 

A 50 per cent ad valorem tariff 
placed on 23 groups of manufac- 
tured and mainly manufactured ar- 
ticles by the British Board of Trade 
will affect about $12,000,000 worth 
of American exports annually, on 
the basis of 1930 British statistics, 
Commercial Attache William L. 
Cooper in London cabled the Depart- 
ment of Commerce. The duties are 
in addition to any that already exist. 

The $12,000,000 is 1.7 per cent of 
the $678,100,000 in exports to the 
United Kingdom last year, when 
that country was the best American 
customer. 

The new duties will be effective 
Nov. 25 and will not. be applicable 
to Empire“merchandise, They are 
the first. imposed under “the abnor- 
mal importations bill, which author- 
izes the Board of Trade to place 
emergency duties of up to 100 per 
cent on Class 3 goods for a period 
of six months. 

The following lines are affected: 


Metal furniture except bedsteads, 
aseptic hospital furniture; vacuum 
cleaners, typewriters and parts; 
linoleum and similar floor coverings; 
perfumery, cosmetics, toilet prepara- 
tions and requisites; wireless sets 
and components except valves, mag- 
nets and batteries; domestic pot- 
tery, glassware except iluminating; 
sanitaryware, glazed wall hearth 
tiles; woolen manufactures; silk and 
artificial silk hosiery; linen handker- 
chiefs and fabrics; 

Overcoats, mantles except leather, 
rubber and proofed; men’s, boys’ 
suits; gloves except rubber; glove 
linings, cut material; packing and 
wrapping paper (almost identical 
previous dutiable classification, but 
including vegetable, parchment, 
glazed, transparent and _  grease- 
proofed papers); bicycle tires and 


tubes; unattached rubber heels, 
soles. 
Marc A. Rose Promoted 


by “Business Week” 


Malcolm Muir, president of the 
McGraw-Hill Publishing Co., New 
York, has announced the promotion 
of Mare A. Rose from managing 
editor to editor of The Business 
Week. 

He was formerly executive man- 
ager of International News Service 
and worked on metropolitan news- 
papers. 


Fix Dates for 1933 


Coast Convention 

July 5-8 have been set as tentative 
dates for the 1933 meeting of the 
Pacific Advertising Clubs Associa- 
tion at Vancouver, B. C. The mid- 
winter officers’ conference will be 
held in Portland Jan. 5. 

Florence Gardner, executive secre- 
tary of the San Francisco Club, has 
been appointed general chairman of 
the speakers bureau with Lila Ar- 
nold, of Seattle, in charge among 
Northwest clubs. 


Doremus Names Two 
New Executives 


Artreus von Schrader and Francis 
C. Coulter have been appointed ac- 
count executives by Doremus & Co., 
New York agency. 

Mr. von Schrader was advertising 
manager of the National Oats Co., 
St. Louis. Mr. Coulter was an ac- 
count executive with the New York 
ed of Lyddon, Hanford & Kim- 


New “Directory of 
Directors” Is Out 


The “Directory of Directors in the 
City of New York” for 1931-32 was 
issued Nov. 25, listing 46,000 direc- 
tors, trustees and partners of Great- 
er New York, with their companies. 

A new feature is an index of cor- 
porations followed by a list of direc- 
tors included in the book. 


Wieboldt Takes Page 
from Automotive Book 


Wieboldt’s, Chicago department 
store, adopted the formula of auto- 
mobile dealers by offering children a 
trade-in allowance on their used toy 
cars.’ 

The allowance averaged $2 on 
new cars priced at $7 and up. 


Two New Accounts for 
Moser, Cotins & Brown 


The Dryice Corp. of America and 
the Fan-C-Pack Co., Inc., playing 
cards and leather novelties, have ap- 

inted Moser, Cotins & Brown, Inc., 

tica and New York, to handle their 
advertising. 


Bermuda Hotel to Hicks 


The Princess Hotel, Bermuda, has 
appointed Hicks Advertising Agency, 

ew York, to handle its account. The 
same agency will handle part of the 
account of the Bermuda Hotels As- 
sociation. The Charles W. Wolf Lug- 
gage Company also selected this 
agency. 


Bermuda Hotels Plan 
Co-operative Campaign 
The Bermuda Hotel Association, 
comprising 11 hotels, has engaged 
the Wales Advertising Co., New 
York, to prepare a co-operative win- 
ter advertising campaign in travel 
agency magazines. 


Eddie Cantor Signs 
for 40 More Weeks 


Eddie Cantor will continue to fea- 
ture the Sunday night radio program 
of the Chase & Sanborn Co., having 
signed a new contract for 40 weeks. 
The account is handled by the J. 
Walter Thompson Co. 


Hotel in Splurge 
Seventy intermountain dailies and 
weeklies, plus radio, will be used by 
Newhouse Hotel, Salt Lake City, to 
feature its special two-day rates for 
two persons. The Ad-Craftsmen are 
placing the campaign. 


Luscher on Own 


Lee Luscher has started a finan- 
cial advertising service at 610 S. 
Broadway, Los Angeles. He was 
with Doremus & Co. 


REPORTS WOMEN 
ARE DOING WELL 
IN ADVERTISING 


Pittsburgh, Pa., Nov. 27—‘How 
do women fare in advertising?” was 
answered by Thorndyke Deland, 
head of the Executive Placement 
Bureau of New York, before the 
Women’s Ad Club of Pittsburgh. 

Mr. Deland is known as the man 
with the habit of getting million 
dollar jobs for million dollar people. 
Peter V. Bouterse introduced him 
as the “position broker.” 

In New York, 12 out of 27 depart- 
ment and specialty stores, or 44% 
per cent have women advertising 
managers. In other cities, the per- 
centage is 27 per cent. Most of the 
salaries are high, ranging from over 
$16,000 to $50,000 per year for 
women advertising managers, and 
from $3,900 to $7,500 for copy 
writers. 

Over 50 per cent of the women in 
advertising are married and almost 
all of them are college graduates or 
have equivalent training. The ma- 
jority of women who adopt adver- 
tising as their field are well-read and 
have traveled extensively. 

Some advertising women in stores 
began their careers on newspapers, 
but most of them started in a minor 
capacity right in the store. 

Reading a number of letters from 
heads of large and small stores, Mr. 
Deland gave differing views on 
whether men or women make the 
best advertising managers. 

Many executives prefer women for 
their keen sense of fashion and their 
ability to interpret style to readers. 
Other stores prefer men for their in- 
fluence with buyers and newspapers. 
These stores recommend having 
women as assistants. 

Mr. Deland said comparative price 
copy has lost its news value and ad- 
vised stores to get the news into 
their advertising, especially the de- 
scription of whatever it was that 
impelled the store to buy that par- 
ticular merchandise. 


Larger Quarters for 
Dunlop Publications 


The Dunlop Publishing Co., New 
York, has taken larger quarters at 
101 West 31st St. in an expansion 
program. 

The company’s papers are Fishing 
and Dunlop’s International Marine 
Catalog. 


Baker to Coast 


R. Lynn Baker, late of the Cin- 
cinnati office of the J. Walter 
Thompson Company, is spending 
six weeks in the Chicago office be- 
fore joining the San _ Francisco 
branch. 


Cleveland Club 
Meets with Rotary 


The Cleveland Advertising Club 
was guest of the Cleveland Rotary 
Club Nov. 25 at the annual joint 
meeting. 

There were plenty of turkey and 
lots of entertainment. 


Dedicate Ridder School 


The new Herman Ridder Junior 
High School, New York, was dedi- 
cated this week. It was named after 
the late Herman Ridder, New York 
newspaper publisher. 


Opinion Names Weinberg 


Samuel Weinberg, who spent 13 
years with American Hebrew has 
been named advertising manager of 
Opinion, new Jewish journal. 


New Post for Leavitt 


Robert K. Leavitt, formerly secre- 
tary-treasurer of the G. Lynn Sum- 
ner Co., New York, has joined the 
agency of Cross & LeBeaume, as 
vice-president. 


Wahlers Joins “Hebrew” 


Paul D. Wahlers, formerly with 
the New York World and recently 
with the Sun, has joined American 
Hebrew. 
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“ E sincerely hope that Henry, good old Henry, has seen to it that one of the new Market Data Books 
ito for 1932 is on the way. Nothing like it for taking the bugs out of that plan of yours for selling a 
~ new product to an old field or an old product to a new field, etc., etc. It is truly a remarkable volume! 
rr | The purpose of this book is to give you facts about markets; what they buy; how much; when and how they 
purchase; important trends likely to affect your sales opportunities; complete and classified lists of special- 
ized advertising mediums, rates, etc. 
ns Ideally Arranged and Indexed— 
- this book gives you concise and accurate information about such markets as 
he The Steel Industry Power Plants 
| Department Stores Engineering Construction 
ng Building Construction Automotive Industries 
ae Railroads Food Manufacturing 
Municipal Governments Retail Stores 
Electric Industry Hospitals and Institutions 
; Chemical Industries Hotels, Restaurants . 
on Motion Picture Industry Medical, Dental : 
ng Wood Working Etc. 
of You can get your copy of The Market Data Book for 1932—free, and no questions asked—only by sending in your 
subscription to Class & Industrial Marketing—a journal which will bring you informatien about every phase of 
selling and advertising to specialized and industrial markets, including management of salesmen, methods of com- 
pensation, building catalogs, planning advertising, securing cooperation of distributors, introducing new products, 
ry getting inquiries, etc. 
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AGE OF ODOR IS 
RIGHT BEHIND © 
ERA OF COLOR 


(Continued from Page 1) 


and reodorized to gain a positive 
scent possessing sales value. Syn- 
thetics are eliminating the repellent 
odor from coated papers. 


Decorative table candles are being 
made with the aid of aromatics so 
that the smell of burning wax dis- 
appears, and even causing a lilac 
colored candle to emit a lilac odor, 

. a rose colored taper, a rose odor, 
and so on. 


An Illinois department store en- 
closes a perfumed “thank you” with 
receipted bills. A Connecticut fire 
insurance company brings fire close 
to home by sending out a folder 
carrying the smell of charred wood. 


“These uses, however,” he con- 
tinued, “are beside the important 
point that a good smell in any mer- 
chandise lessens sales resistance so 
significantly that it is used as an 
advertising point for many products 
that can now pass an olfactory test. 


“The rubber industry has seen 
cloth shower curtains purchased in 
lieu of rubber ones and aluminum 
supplant rubber hot water bottles. 


It has just discovered the smell of 


_°* | Cusick, 
rubber was the cause, and some im- | 


portant developments in the rubber 
products field are in the offing. 

“At a recent meeting of rubber 
technicians I was shown red rubber 
bands for office use which yielded a 
delicious lilac scent. One chemist re- 
marked that the rubber industry can 
now compete with manufacturers of 
chewing gum. 

“Rubber coasters for beverage 
glasses were also on hand, carrying 
the smell of new mown hay!” 


Club Host to N. B. C. 


The Advertising Club of Boston 
entertained a galaxy of radio stars 
Nov. 24, including Bill Munday, N. 
B. C. sports announcer, who won 
fame by describing a football hud- 
dle as a “crapshooters’ formation.” 
John W. Elwood, N. B. C. vice-presi- 
dent, spoke. 


Smeaton Transfers 


After serving broadcasting sta- 
tions, Ned Smeaton has become 
executive director of Manhattan 
Broadcasting System, New York, 
station representatives. 


Benson in South 


John Benson, president of the 
Four A’s, addressed New Orleans 
agencies and newspaper men in the 
offices of the Fitzgerald Advertising 
Agency. 


J. L. Cusick Dead 


A fall at the world’s series in St. 
Louis proved fatal to James L. 
widely known Louisville 
photographer, who died Nov. 23. 


See Room for 
Improvement 
of Trust Copy 


Camden, N. J., Nov. 27.—“If I 
were running trust copy in news- 
papers, I would place one-half on 
financial pages and the other half 
on page 2 or 3.” 

Hal Fletcher, advertising manager 
of the New York World-Telegram, 
was quoted in this wise by E. E. 
McCleish, president of Graves, 
McCleish & Campbell, New York 
agency, in an address to the New 
Jersey Bankers Association. 

Mr. Fletcher was one of several 
newspaper advertising managers 
queried by Mr. McCleish. Mr. 
Fletcher also favors smaller space, 
more simplicity, a more direct sell- 
ing appeal and more human interest. 

Harry Brown, advertising man- 
ager of the New York Evening Post, 
thought presentation of the trust 
was the vital point. He said trust 
advertising is usually not definite 
enough. Neither is the average bank 
representative able to apply his 
knowledge to the prospect’s problem 
in an understandable way. 


Young Joins “Outlook” 


Spencer Young, formerly with the 
Quality Group, has joined the ad- 
vertising department of The Out- 
look, N. Y. 


New St. Louis Agency 


Freeman-Valt Pelt-Allen is the 
style of a new agency in the Rail- 
way Exchange building, St. Louis. 


How man Ly times 


1s a Building BOUGHT 
before tt 1s OCCUPIED? 


To the Contractor 


facturer; the contractor 


Popular Building and Contracting 


203 NORTH WABASH AVENUE, CHICAGO 


A MAGAZINE OF MATERIALS - 


Three times! Believe it or not — such is the 
case. The dealer bought it from the manu- 


dealer, and the owner bought it — fabri- 
cated — from the contractor. Such routine 
applies to 90% of all building. 


Which end of this procession would you say 
is most important to the manufacturer? We 
know which one it is, and we also know this: 
The contractor and dealer — working in 
harmony and fully aware that successful 
projects reflect the spirit of their cooperation 
— are in complete charge of the buying. The 
owner, having confidence in them and inclined 
to use their experience for his own welfare, 
takes the completed building. 


If the dealer does not have the material, what 
chance has it of being in the building? Also, 
if the contractor does not want the material, 
what is the chance? The good will of the dealer 
and the contractor is 99% of the battle. 


Popular Building and Contracting is read by 
28,000 rated contractors, 
architects and 2,000 speculative builders. 


METHODS - 


bought it from the 


12,000 dealers, 3,000 


EQUIPMENT 


“THROUGH A CHRISTMAS WINDOW” 
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This point-of-purchase advertising on Libby tomato juice 


attracts attention with the festive board disguised as a mammoth 


gift box. The product contributes to the red, white and green 
color scheme. The J. Walter Thompson Co. is the agency. 


Show Price of 
Magazines in 


U.S., Canada 


New York, Nov. 27—The New 
York office of MacLean’s Magazine, 
Toronto, has released the following 
table showing subscription prices of 
American magazines in the United 
States and Canada under the latter’s 
new tariff: 


Magazine United States Canada 
Pictorial Review ....... $1.00 $2.00 
0 eee 2.50 5.00 
Delineator ..............-... 1.00 1.50 
Saturday Evening 

Se 3.00 4.50 
Ladies’ Home Jour- 

NR oe ee eae 1.00 1.50 
Good Housekeeping... 2.50 3.10 
NEO isis tities 2.00 4.50 
Woman’s Home 

Companion ................. 1.00 1.50 
Cosmopolitan ................. 3.00 3.10 
American Magazine 2.50 3.00 
Literary Digest.......... 4.85 6.60 
_ 6) a 1.00 1.50 


Recall Old Days of 


“National Geographic” 

The early days of National Geo- 
graphic Magazine were described by 
Dr. John Oliver La Gorce, associate 
editor, to the Magazine Club of New 
York Nov. 23. 

Frank Presbrey, who sold the mag- 
azine’s space 20 years ago, said $15 
a page was regarded as a high price 
then. The first advertiser was the 
Hamilton Watch Co., which is still 
running. 


Universal Produces 


Longest Recording 
The entire broadcast of the South- 
ern California-Notre Dame football 
game at South Bend, Ind., Nov. 21, 
was recorded continuously by Uni- 
versal Recording Laboratories, Chi- 
cago, which specializes in recordings 
direct from radio. 
This is said to be the longest radio 
recording ever made. 


New Outdoor Directors 

Arthur Dondon, Alliance, O., John 
P. Baird, Little Rock, Ark., and 
Henry F. Baker, Minneapolis, have 
been appointed directors of Outdoor 
Advertising, Inc., New York. 


Wall Heads Agency 
Jacob W. Wall and associates have 
formed the Eldridge Directories, 
Westfield, N. J., to conduct an adver- 


tising business. 


SEARS ROEBUCK 
RETAIL SALES 
IN SUPREMACY 


New York, Nov. 19—For the first 
time in the history of Sears, Roe- 
buck & Co., Chicago, retail business 
for 1931 will exceed mail sales, it 
is said here. 

While the company, doing about 
1 per cent of all American retail 
business, has been working toward 
this end by constantly increasing its 
retail outlets, the shift of the scales 
came more quickly than was ex- 
pected. 

It was caused primarily by de- 
creasing commodity prices, which 
made a catalog out of date almost 


/as soon as it was mailed. While 


the company’s policy has been to 
sell at the market and not at quoted 
prices, where the former is lower, 
the general situation has been un- 
favorable to mail order business. 

Even more interesting are the com- 
pany’s feverish preparations for ex- 
panding retail outlets, particularly 
in the South. At the first indica- 
tion of a swing back to normal, 
Sears, Roebuck & Co. will exercise 
hundreds of options which have been 
negotiated in the last month or two, 
it is reported. 

The company is still eyeing the 
automobile field. About a year ago, 
it almost closed a mammoth deal 
involving the Austin car, but finally 
decided this was not what it wanted. 


Appoint Willoughby 


Lloyd Willoughby has become 
Western manager for Materials 
Handling and Distribution, New 
York. His office will be at 333 N. 
Michigan avenue, Chicago. 


Celery Moves East 


About 15,000 cartons of celery 
were purchased by Salt Lake City 
residents during Utah Celery Week, 
ending Nov. 21, for shipment to 
friends. 


Revise Radio Code 


The Federal Radio Commission 
will explain the new radio code to 
stations in a book to be issued Dec. 


15. The rules are effective Feb. 1, 
1932. : 
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STUDIES PUBLIC 
SENTIMENT ON 
CHAIN STORES 


New York, Nov. 27—The public is 
less concerned with the fight between 
chain and independent stores than 
supposed, according to a study in 
Champaign-Urbana, Ill., by Paul D. 
Converse, of the University of Illi- 
nois, released by the National Asso- 
ciation of Teachers of Marketing and 
Advertising. 

Consumers may be the court of 
last resort,” commented Dr. Con- 
verse, “but they have not yet reached 
a verdict and many have no interest 
in reaching one.” 

Dr. Converse asked consumers why 
they buy where they do and thus 
evolved a table of factors influencing 
the purchase of groceries. 

Of those who buy from national 
and sectional chains, 55.4 per cent 
gave price as the reason. Other fac- 
tors followed in this order: better 
quality, 12.5 per cent; convenient lo- 
cation, 11.8 per cent; wider selection 
of goods, 8.8 per cent; personality of 
merchant, 2.7 per cent; advertising, 
1.0 per cent; reciprocity, 1.0 per 
cent; credit, 0.7 per cent; delivery, 
0.4 per cent; miscellaneous, 5.7 per 
cent. 


Reasons for Buying 


Price was also the dominant factor 
among those buying from other types 
of food chains, but it fell in impor- 
tance among consumers patronizing 
independents. Here are their reasons 
for buying from this source: 


Convenient location, 22.6 per cent; 
personality of merchant, 14.0 per 
cent; better quality, 13.8 per cent; 
credit, 12.8 per cent; delivery, 11.6 
per cent; price, 10.9 per cent; wider 
selection of foods, 7.1 per cent; ad- 
vertising, 1.5 per cent; reciprocity, 
1.3 per cent; miscellaneous reasons, 
4.4 per cent. 

Sentiment for or against chains, 
in the men’s and women’s clothing 
field, as well as the grocery trade, is 
directly influenced by income of the 
consumer. 

“The percentages of consumers 
favoring and buying from chains,” 
commented Dr. Converse, “decrease 
as their incomes increase. This is 
because service such as delivery and 
credit seems important to those with 
money.” 

He found more union men opposed 
to chains than for them, the percent- 
ages being 38.5 per cent for and 42.3 
per cent against, though more rail- 
road men favor chains than are 
against them. 


How Others Feel 


Sentiment of other classes: non- 
union manual labor, 53.1 per cent 
for, 20.4 per cent against; profes- 
sions, 37.8 per cent for, 21.6 per cent 
against; salesmen, 51.1 per cent for, 
none against; local business men, 
10.0 per cent for, 60.0 per cent 
against; executives, 41.7 per cent for, 
16.7 per cent against. 


Totals for all groups: 42.6 per cent 
favor chains; 26.2 per cent oppose 
them; 31.2 per cent are neutral. 


Dr. Converse studied weighing and 
charging practices, independents 
making a slightly better showing 
than chains, though the data indi- 
cated mistakes rather than attempts 
to cheat. 

As to prices charged, chains showed 
a great advantage on staple non- 
perishables, such as canned goods, 
cereals and dried fruits, their prices 
being 16 per cent less than indepen- 
dents. 

The chains had little advantage in 
the price of fresh milk, butter, and 
fresh and cured meats. The cash and 
carry independents had lower prices 
than the chains on meats, butter, 
eggs and some fresh fruits and veg- 
etables. 

The prices of identical products 
varied on the same day between 
Stores in the same chain. The chain 
stores had more complete stocks of 
groceries than the independents. 


LONG-HAND LETTER INTRIGUES WOMEN 


thet wilt be 


oe 


How Frigidaire dealers arouse interest. 


Retailers Find 7 
This Cut-Price 
War Profitable 


New York, Nov. 19—A New York 
department store which has been 
featuring drug and toilet goods at 
or below cost has found that it is 
acting as a supply depot for about 
300 retail druggists, according to 
reports here. 

A recent survey which the store 
conducted among its customers is 
said to have revealed that a substan- 
tial number of retail merchants were 
having their friends and relatives 
make frequent purchases of these 
advertised specials, which they were 
able to get more cheaply from the 
department store than from their 
wholesaler. 

Through this shopping service, 
these retailers have been keeping 
their stores supplied with fast sell- 
ers at prices which are enabling 
them to meet competition and still 
make a profit, it is said. 


B. B. D. O. for Cigars 

M. Marsh & Son, Wheeling, W. 
Va., said to be the oldest cigar man- 
ufacturers in the country, have 
placed their account with Batten, 
Barton, Durstine & Osborn, Pitts- 
burgh. 


“Dealer” Gets Blackburn 

R. C. (Blackie) Blackman, former 
advertising manager of National 
Sportsman, has been appointed New 
England representative for The 
Sporting Goods Dealer, St. Louis. 


Schneider Has Agency 
Schneider Brothers, Chicago, Bake- 
lite specialties, have appointed the 
Homer McKee Co., Chicago, to han- 
dle their advertising. Magazines will 
be used. 


Ex-Publisher Dead 
William M. Clemens, 71, who 
founded Literary Life in Chicago in 
1884 and Genealogy Magazine in 
New York in 1912, died in New York 
Nov. 24. 


Fight Loose Milk 
The Milk Commission appointed 
by the New York City Health Com- 
missioner recommended that the sale 
of loose or dipped milk be prohibited 
Jan. 1, 1933. 


Buys Old Shoes 


“One dollar for your old shoes” is 
the advertised offer of the Knight 
Shoe Co., Portland, Oreg., applyinz 
only when new footwear is n°: 
chased. 


Howard Promoted 
S. G. Howard has been promoted 
from salesman to national advertis- 
ing manager of the Indianapolis 
News. He succeeds R. A. Wolfe, now 
local display manager. 


Pledge Cost Prices 
Forty-six excavating companies of 
Cook County, IIl., affiliated in the 
Engineering Service Corporation, 


are running a campaign offering to. 


take excavating contracts at cost. 


Bakery Editor Dead 


John P. Arnold, former editor of 
Siebel’s Technical Review, Chicago 
bakery paper, died in Chicago, Nov. 
22 at 77. 


Kelvinator Earns More 

Net profit of the Kelvinator Corp., 
Detroit, for the fiscal year ended 
Sept. 30, was $1,761,000, or 10 per 
cent more than in 1930. 


Tax Auto Advertising 

A fee of $10 on vehicles carrying 
advertising not for the owner is pro- 
posed at Portland, Oreg. 


FRIGIDAIRE IN 
HOLIDAY DRIVE 


Dayton, O., Nov. 27.—Believing it 
profits from comparison, the Frigid- 
aire Corporation has pictured 
numerous other possible Christmas 
gifts in a consumer booklet. Page 3 
remarks, “There are many other 
things to choose from,” and the half- 
tone shows jewelry, gloves, a com- 
pact and other merchandise. 

“On Christmas morning you want 
her to say, ‘That’s what I really 
wanted’,” runs the rest of the story. 
The debate is carried along to page 
21 before the Frigidaire is pictured, 
the element of suspense thus being 
introduced. 

Frigidaire expects a heavy Christ- 
mas business because of the desire 
of most folk to give something prac- 
tical this year. 

Among the numerous helps for 
dealers is a letter offering $5 in cash 
or merchandise for leads which de- 
velop into sales. Another dealer help 
is a teaser postcard for women, 
capitalizing on their well known 
curiosity. This field has been 
strangely neglected, the Geyer Com- 
pany, Frigidaire agency, believes. 

The company urges dealers to send 
closing telegrams to offices of busi- 
ness men, but warns them against 
this form of promotion for women, 
who are unaccustomed to receiving 
wires and are often alarmed. 


Nathan C. Rockwood 
Is Tradepress Chief 
Nathan C. Rockwood, who has 
been vice-president of the Trade- 
press Publishing Corp., Chicago, 
publisher of Rock Products, Concrete 
Products and Barrel and Box and 
Packages, has been elected president 


to succeed the late W. D. Callender. |. 


Mr. Rockwood has been editor and 
manager of Rock Products for 15 
years. Mrs. Irene H. Callender has 
been made treasurer. 

Mr. Rockwood is also president of 
the Trade Journal Co., New York, 
which publishes Trunk and Leather 
Goods. Ralph C. Sullivan was ap- 
\ointed general manager of this com- 
pany Nov. 1, with headquarters in 
New York. 


Not Common Carrier, 


N. B. C. Informs I. C. C. 


The National Broadcasting Com- 
pany is not a common carrier and 
is not engaged in any business sub- 
ject to the Interstate Commerce Act, 
it replied to the complaint of the 
~—— Products Co., Freeport, 


™ 2 

The latter alleged N. B. C. vio- 
lated the Interstate Commerce Act 
by charging $146.48 per 15 minutes 
for transmitting “messages” through 
one station and $1,480.49 for “chain 
broadcasting.” 


“Junior Home” Cuts 
Rates 17.7 Per Cent 


Junior Home, Chicago, has an- 
nounced a rate reduction of 17.7 per 
cent for 1932, making the rate per 
thousand the same as mass women’s 
magazines. 

In addition to a cut of $120 per 
page, the paper is “bidding for busi- 
ness with the finest magazine in our 
history.” 


lowa Group Stages 
75 Cooking Schools 


Iowa Newspapers, Inc., Des 
Moines, Ia., reported attendance of 
over 100, at 75 cooking schools 
conducted by member papers. 

Most of the papers are county seat 
weeklies and audiences were made 
up chiefly of small town and farm 
women. 


Kenwood Mills 
Tests Contest 
As Sales Aid 


Chicago, Nov. 27—Using its Chi- 
cago retail store as a proving 
ground, the Kenwood Mills, Inc., Al- 
bany, N. Y., is testing a coloring 
contest for promotion of Kenwood 
woolen blankets. 


As plans now stand, the company 
will furnish outlets meeting certain 
conditions with imprinted contest 
blanks, cards of sample swatches, a 
mosaic picture made of pieces of 
blankets of different colors, and four 
blankets for first, second, third and 
fourth prizes. 


The mosaic picture made of 
blanket pieces, about four by eight 
feet in size, will be used as a win- 
dow or interior display, together 
with publication advertising, to draw 
attention to the contest. 

The contest blank bears an outline 
picture of a band of sheep in a pas- 
toral scene, a duplicate of the large 
blanket mosaic picture. Entrants 
will be required to color it with the 
same colors used for Kenwood 
blankets, samples of the ten stand- 


ard Kenwood colors being furnished 
on the swatch card. 

Entrants will also be referred to 
the mosaic picture for guidance, but 
will not be required to follow its 
color scheme. 

Entries will be judged by the shade 
of colors used in comparison with 
Kenwood colors, best placement of 
shades and artistic merit. 

The company’s agency is 
Byron G. Moon Co., Troy, N. Y. 


the 


Expands Radio Program 


The Roxy Clothes Co., New York, 
plans a national hookup, Emanuel 
Goldman, president of the Carlysle 
Co., said. The programs have been 
going out over WOR, Newark. 


To Do Own Printing 


The Presbyterian Church of Can- 
ada will establish a publishing house 
in Toronto to print two magazines, 
Sunday School papers and other 
literature. 


Kroger to Expand 
The Kroger Grocery & Baking 
Co., Cincinnati, will add 250 stores 
to the 335 now operated in Chicago, 


entering the North Side and 
suburbs. 


Broader 


Editorial SCOPE 


Twice as many pages 
—expanded editorial 
scope—a host ofnew, 
attractive features. 


L 


Greater Reader 
INTEREST 


Always of unique 
quality in Life, 
reader interest will 
now expand with 
Life’s new and more 
substantial editorial 
scope. 


100% 
VISIBILITY 
guaranteed, as for- 


merly, to each and 
every advertisement. 


The 


RATES 


No change in Life’s page 
rate: 

Pies hs Os 0s $ 600 

Page four colors. .. 

12 pages b. & w.... 

12 pages four colors 12,000 


Life 


60 East 42nd St., New York 


one issue the former spread of 
' newsstand sales of four issues. 
Longer life per copy also means 
expansion of the more-than-a- 
million SECONDARY READER- 
SHIP demonstrated by Life in 


the past. 


ife... 


a monthly magazine 
is now geared up to 


give you MORE 
ADVERTISING 
POWER for 1932 


As a monthly magazine, 
Life is committed to an 
aggressive program of ex- 
pansion. On your 1932 list, 
Life will deliver more ad- 


vertising power than ever 
before. 


Circulation 


EXPANSION 


monthly concentrates in 


ADVERTISING 
POWER ‘ 


Advertisers who have used Life 
(weekly edition) on a once-a- 
month basis are now certain 
of reaching ALL OF LIFE’S 
READERS with each advertise- 
ment, for the full life of each 
monthly issue. Life is a class 
magazine read by more than a 
million able-to-buy American 
consumers. Buy this market 
NOW — at a low rate per-page- 
per-thousand —for your 1932 
sales. 
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APPLIANCE SALE 
CALLED EXPENSE 


New York, Nov. 27.—Whether 
public utility companies in this state 
have a legal right to include in their 
operating expenses deficits arising 
from the sale of gas and electric 
appliances was discussed before the 
Public Service Commission at 
Albany. 

Representatives of several utility 
companies contended they have a 
legal right to sell appliances in 
order to increase gas and electric 
consumption. They argued this can- 
not be considered as competition 
with dealers. 

Representatives of the State Re- 
tail Hardware Association, however, 
insisted utilities should be required 
to charge merchandising deficits and 


overhead to a merchandising depart- | 


ment, and not to general operating 
expenses. 

The utilities were given two weeks 
to file briefs with the commission. 


Canada Dry Makes 


Thanksgiving Offer 
Six bottles of Canada Dry for 69 
cents tells the story of a Thanksgiv- 
ing newspaper campaign “at the 
lowest price ever sold.” 
A special holiday carton was fea- 
tured with the saving of 27 cents. 


DuBrul Resigns 


Ernest F. DuBrul has resigned as 

meral manager of the National 
Machine Tool Builders’ Association 
to engage in private practice at Cin- 
cinnati. 


Boston Adds 108 


The Advertising Club of Boston 
has added 108 new members in its 
current drive. 


You’d be 
Surprised 


And, as an advertiser, you’d 
be pleased at the pains taken 
to make sure that only those 
with a direct interest in the 
textile, apparel and related 
industries are allowed to sub- 
scribe to the 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, II. 


uy 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO +: 210 Soe. Despliaine St. 


and 34 other cities 
2112444444444 


bankers, to present this display 


night, giving a word picture of 


TECHNICAL WINDOW DISPLAY INTERESTS PUBLIC 


The New England Power Association co-operated with the Chase Harris Forbes Corp., Boston 


in the latter’s windows. 


the plant. 


It is a working model of the 215,000 horse- 
power hydroelectric plant at Fifteen Mile Falls, Monroe, N. H., largest in the country. 


water flows through the miniature power house. The steremotorgraph on the right works day and 


Actual 


Fruit for Export 
Is Exempt from 


U.S. Food Act 


San Francisco, Cal., Nov. 27— 
Under a decision handed down by 
the U. S. District Court and upheld 
by the Circuit Court of Appeals, 
dried figs which consisted partly of 
“filthy, decomposed or putrid vege- 
table matter” and which were about 
to be shipped to a buyer in Austria, 
were held not to be seizable under 
the provisions of the Food and 
Drugs Act. 

A majority opinion of the court 
held that provisions of the pure food 
law were not violated, since the figs 
were being shipped to a foreign 
country to fill an order for that par- 
ticular kind and quality of fruit, and 
were therefore within the section of 
the pure food law which reads: 

“No article shall be deemed mis- 
branded or adulterated within the 
provisions of said sections when in- 
tended for export to any foreign 
country and prepared and packed 
according to the specifications or di- 
rections of the foreign purchaser 
when no substance is used in the 
preparation or packing thereof in 
conflict with the laws of the foreign 
country to which said article is in- 
tended to be shipped; but if said 
article shall be in fact sold or offered 
for sale for domestic use or con- 
sumption, then this proviso shall 
not exempt said article from the op- 
eration of any of the other provi- 
sions of the sections hereinbefore 
enumerated.” 


Columbia Denied 


Booster Station 


The Columbia Broadcasting Sys- 
tem’s application to erect a booster 
station at Washington, D. C., to syn- 
chronize with the key station WABC, 
New York, was refused by the Fed- 
eral Radio Commission. 

The application was at first op- 
posed by the Associated Broadcasters 
of America on the ground that it 
would lead to a monopoly of broad- 
casting. 


Sigma Delta Chi Elects 


Sigma Delta Chi, national journal- 
istic fraternity, has elected Charles 
E. Snyder, Chicago, president, and 
Marlen Pew, New York, honorary 
president. Honorary membership was 
voted to Fremont Older, San Fran- 
cisco. 


Pays Stock Dividend 


The International Business Ma- 
chines Corporation, New York, de- 
clared the fourth consecutive annual 
5 per cent stock dividend in addition 
to the regular quarterly dividend of 


$1.50 a share. 


Pertussin on Air 
Seek and Kade, Inc., makers of 
Pertussin cough medicine, will make 
its radio bow over the Columbia net- 
work Dee. 1, and continue Thursday 
and Tuesday thereafter. 


Adler Steps Down 
After 30 years as general manager 
of the Chattanooga Times, Harry C. 
Adler has resigned to become chair- 
man of the board. Adolph Shelby 
Ochs takes his desk. 


New Etcher Arrives 
Mr. and Mrs. Otto Kuhler are the 
parents of an eight-pound boy born 
Nov. 21. Mr. Kuhler is a commer- 
cial artist specializing in industrial 
etchings. 


Raise Local Rates 
The New York World-Telegram 
has increased local rates about three 
cents a line, as the result of in- 
creased circulation. 


Sam Small Dies 


Dr. Sam Small, newspaper editor 
and religious writer, died in Atlanta 
Nov. 21. He conducted a column 
for the Atlanta Constitution. 


“Postage” Names Cole 

Postage and the Mailbag, Brook- 
lyn, has appointed F. E. M. Cole, 
Inc., Chicago, as Western represen- 
tative. 


Sell Printing Plant 
Magazines, Inc., Chicago, has sold 
the Southwestern Printing Co., 
Tulsa, Okla., and will print its pa- 
pers at the Waverly (Iowa) plant. 


Newmark on Board 
J. H. Newmark, president of J. 
H. Newmark, Inc., New York 
agency, was elected a director of 
= een (L. I.) National 
ank. 


Raemon Succeeds Leyden 
L. J. Raemon, advertising man- 
ager of the Anniston (Ala.) Star, 
has become business manager, suc- 
ceeding Judge Leyden, resigned. 


Dunne Incorporates 
James E. Dunne, who recently 
purchased Insurance Index, New 
York, has incorporated the Insur- 
ance Publishing Co., Louisville, Ky. 


Poster Artist Here 
Prof. Julius Klinger, Austrian 
poster artist, arrived in New York 
this week and will be associated 
with the Laco Studios. 


Goes to Huntsville 
J. M. Langhorne, formerly of the 
Birmingham Age-Herald, has become 
local advertising manager of the 
Huntsville (Ala.) Times. 


Club Donates $100 
The Advertising Club of Newark 
Genmiet $100 to the Community 
est. 


Extend Camay 
Quantity Copy 
to Magazines 


New York, Nov. 27.—Dramatically 
treating one of the oldest quests in 
the world—for beauty—the Procter 
& Gamble Company will use full 
color pages in leading women’s mag- 
azines in this country and Canada in 
a new campaign on Camay soap, 
starting in January. 

The campaign will be similar to 
that recently appearing in larger 
newspapers in the United States 
and Canada stressing the impor- 
tance of using quality toilet soap for 
beauty treatments and urging the 
purchase of dozen-cake lots. Forty- 
five newspapers were used at fort- 
nightly intervals, most of the copy 
being 1,200 lines. 

As in the newspaper advertising, 
illustrations of important events in 
the daily life of the average woman 
will be used. There will be four 
photographs in each advertisement 
pointing out what it means to have 
a perfect skin. Women will again 
be urged to buy by the dozen. 

The Camay account is handled by 
Pedlar & Ryan, Inc., with J. V. 
Brew the account executive. 


Stephenson in West 


F. O. Stephenson, production man- | h 


ager of the Harvey-Messengale Ad- 
vertising Agency, Atlanta, has be- 
come an account executive with the 
Bott Advertising Agency, Little 


COST-PLUS WINS 
TIRE VOLUME 


Boston, Mass., Nov. 27—Selling on 
a cost-plus basis enabled the Nor- 
walk (Conn.) Tire & Rubber Com- 
pany to eliminate salesmen and cut 


less than $200,000 per year. 

This was the statement of James 
W. Whitehead, president of that 
company, before the Connecticut ses- 
sion of the Seventh New England 
Conference. 

“For the fiscal year ended Sept. 30, 
1931, unit sales of tires increased 88 
per cent and tubes 100 per cent over 
1930,” said Mr. Whitehead. 

“We did this by adopting a one- 
price plan, giving as much publicity 
as possible to it, and confining dis- 
tribution to New England and those 
parts of New York and New Jersey 
to which we can make overnight de- 
liveries. 

“We found it is much less costly to 
pick up the telephone and talk to 
independent dealers than to employ 
salesmen to do the job.” 


Willis New Chief of 


Grocery Manufacturers 
Paul S. Willis, Comet Rice Co., 
New York, was elected president of 
the Associated Grocery Manufactur- 
ers of America at the annual meet- 
ing in New York. Other officers: 
A. C. Monagle, Standard Brands, 
New York, 1st vice-pres.; B. E. Sny- 
der. R. B. Davis Co., Hoboken, N. J., 
2nd vice-pres.; R. L. James, Libby, 
McNeill & Libby, Chicago, 3rd vice- 
pres. 

New directors: J. D. Buhrer, Corn 
Products Refining Co.; G. H. Eis- 
wald, Penick & Ford, and Ralph H. 
Stubbs, American Sugar Refining 
Co., all of New York; D. F. Bull, 
Cream of Wheat Co., Minneapolis; 
James Knox, Chas. B. Knox Gelatine 
Co., Johnstown, N. Y.; John H. 
Kraft, Kraft-Phenix Cheese Corp., 
Chicago; Paul R. McKee, Carnation 

., Oconomowoc, Wis.; W. T. Nar- 
din, Pet Milk Co., St. Louis. 


Furniture Mart 
Names Frey Agency 


The American Furniture Mart, 
Chicago, world’s largest building de- 
voted to a single industry, has ap- 
pointed the Charles Daniel Frey Co., 
Chicago. 

The objective will be to increase 
attendance of home furnishings buy- 
ers. 


Sherratt with Agency 

After six years as advertising 
director of the Winthrop Chemical 
Company and H. A. Metz Labora- 
tories, New York, R. Steele Sherratt 
has become vice-president of Equity 
Sales Promotion Service, New York, 
specializing in medical and dental 
advertising. 


“Study Your Man” 
_“Study your man and approach 
im with a sales technique that 
meets his characteristics and pecu- 
liarities,” F. D. Mayer, Merchan- 
dising Institute of America, Chicago, 


Rock, Ark. 


told the Pittsburgh Advertising Club 
this week. 


Sales for YOU in the Student Market? 
Get these facts from College Town Dealers! 


vas from dealers in college towns represent what we 
believe to be the most accurate available data on the value 
of the collegiate market. That’s why we've compiled dealer 
figures showing actual sales of everything from cosmetics to 


shoes. 


tel 
of 


Also ask for a 
copy of the 
COLLEGIATE 
SALESMAN 
telling how 
we can help 
you and listing 
all student 
papers. i 


—y 


throughout the U.S. . . 
information about one of the most highly 
responsive markets now open to well 
chandised consumer goods of all kinds. May 
we be of help to you? 


New York 
18 E. 41st St. 


If you want increased sales from the nation-wide student market 


us, or instruct your agency to ask us about the possibilities 
your getting immediate business from it. 


The Collegiate Special Advertising Agency 


representing collegiate newspapers 
. offers you reliable 


mer- 


Collegiate Special Advertising 


Agency, Inc. 


Chicago 
612 N. Michigan Ave. 


distribution costs from $800,000 to - 
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ANNOUNCE 1932 
CAMPAIGN FOR 
NEW ENGLAND 


Will Spend $100,000 for 
Recreation Advertising 


Boston, Mass., Nov. 25—A $100,- 
000 advertising campaign in 1932, 
to sell New England as a recrea- 
tional area, and to be financed by all 
interests benefitting, was announced 
by Col. William A. Barron, chairman 
of the New England Council’s com- 
mittee on recreational development, 
at the Seventh New England Con- 
ference. 


“The plan is based on four years 
of research,” Col. Barron told the 
recreational group session. “We 
found New England’s annual income 
from the recreational industry is 
$500,000,000. All other business feels 
the stimulating effect of the vaca- 
tionist’s dollar. 


“Of this dollar, 20 cents goes for 
transportation; 20 cents for accom- 
modations; 25 cents to retail stores; 
21 cents for food; 8 for amusements 
and 6 for confections. 


“Our study showed that tourists 
are being wooed from New England 
by the advertised attractions of other 
sections. It also indicated that 80 
per cent of our tourist trade comes 
from North of the Ohio and East of 
the Mississippi Rivers. 


“Finally, we found that natura) 
attractions lead in tourists’ estima- 
tion, with good food and healthful 
climate second and third. These are 
the points we will emphasize.” 


Bradbury F. Cushing, managing 
director of the Hotel Statler, Boston, 
said tourist business is more nearly 
a constant factor, in good times and 
bad, than any other. 

Thomas Dreier, editor of New 
Hampshire Troubadour, urged erec- 
tion of entrance gateways, sur- 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNB 


Color any way you like it . . . one colo: 

and black in Daily or Sunday news sections 

. . » four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 
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FOR THOSE WHO 
LIKE THEIR CAR 
\ TOONS WITH LOTS 
\| OF SPIRIT, CALL 
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ADVERTISING CARTOONS 


HARRISON 3200 
29 QUINCY ST- 
CHICAGO 


e AVAILABLE e| 


Junior Executive, 27, 8 year record of accomplishment 
with large and small agencies. Production and office 
manager—layouts, art, space, plates and agency system. 
Asst. Account Executive handling merchandising, con- 
tact, copy and layout. Opportunity to develop with 
agency or advertiser paramount. Box EX. Advertising 


rounded by parks, to welcome vis- 
itors. 

A note of warning was interjected 
by S. Douglas Malcolm, general ad- 
vertising manager of the American 
Express Company, who urged edu- 
cation of New England folk as a 
background for the advertising. 


“The New England visitor wants 
to feel he is genuinely welcome and 
not ‘only one of those summer peo- 
ple,’” he said. 


“He wants a fair deal in prices of 
all kinds. This invariable rule of 
human nature applies to rich and 
poor. Standards of hospitality must 
be established. No business can live 
unless it makes repeat sales.” 


Bosch Re-organizes 
Selling Activities 

The United American Bosch Corp. 
has established automotive sales 
offices at the Springfield, Mass., 
plant, in charge of Hermann Walker, 
vice-president. James E. Redman is 
general sales manager. 

George Shortmeir, formerly auto- 
motive sales manager at New York, 
is now manager of the field sales de- 
partment, and Charles L. Shedd, for- 
merly division manager at Chicago, 
has been named manager of the 
sales development department. Julian 
L. Deane, former sales promotion 
manager, heads the market-planning 
department. 


Starts New Weekly 


Ralph E. Nehls has established the 
Prentice (Wis.) News, a weekly. 


Issue Third Edition 
of Amtorg Catalog 


The publishing division of the 
Amtorg Corp., New York, has issued 
the third edition of the Amtorg Cat- 
alog of American Industry and 
Trade. 

The book has 960 pages, including 
catalogs of American manufacturers 
eee in the Soviet Union mar- 

et. 


Plan Tourist Campaign 

A committee appointed by Ralph 
W. Mapps, Green Lake, president of 
the Wisconsin State Hotel Associa- 
tion, is soliciting $50,000 for a State 
campaign. 


NEW PACKAGE a 
FOR INDIA TEA 


The B. Fisher Co., New York, 
developed this container for its 
neweall-India tea. 


Hospital 
Management 


ratory @ Tee 
aecpeng to Personnel @ Whe 


Every dollar buys more goods, more ser- 
vice this year than it did two years ago, you 
say. Why not the advertising dollar? 


And you are right! You have every reason 
to expect every advertising dollar you spend 
next year to buy more value for you than it 


Ase, Grabary Bldg., New York. 


You are right 7” demanding more value for 
your advertising dollar, Mr. Advertiser 


has bought heretofore. 


HOSPITAL MANAGEMENT does not dis- 
appoint you. It now gives you 45 identified 
hospital readers for every advertising dollar, 
a cost per unit of two and one-fifth cents. 
This is not only 22 percent more hospital 
readers per dollar than you can get in paper 
No. 2, but it is the lowest cost at which paid 
and identified hospital circulation has ever 


been sold. 


HOSPITAL 
MANAGEMENT 


The practical journal of administration 


537 S. Dearborn St., Chicago Graybar Bldg., N. Y. 


The only hospital journal member both A. B. C. and A. B. P. 
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SALES MANAGERS TURN OUT IN FORCE FOR FIFTH ANNUAL ST. LOUIS CONFERENCE 


Here was the scene as the sales managers sat down to lunch. (Story on Page 1) 


BUSINESSES, TOO 


Creation of a personality for the 
advertiser is one of the jobs of an 
agency, George H. Thornley, vice- 
president of N. W. Ayer & Son, said 
in an address at Harvard. 


LOSE DIMENSION 
(Lower right) 


These two-dimension silhouette 
displayers, introduced by Finkel 
Brothers, Chicago, offer novelty and 
economy. They are made of painted 
plywood, with arms and base remov- 
able for dressing. 


FAIR WEATHER 
This photo by LeJaron Hiller 
was exhibited at the Detroit show. 
The Joseph Katz Agency used it for 
the Arrow Brewery. 


A. i ~— MOTOR KINGS GET TOGETHER 


MAZDA .~ Walter P. Chrysler points out some of the sights of New York 
- to Andre Citreon, French automotive leader, and his wife, from 
the observation tower in the Chrysler Building. 


 iliecees tae al 
cstinenh 


THIS WINDOW COSTS GOOD DEALERS 25 CENTS 
Trim materials for this window cost exclusive Westinghouse dealers only 25 cents, 
their contracts calling for ten a year at this price. J. F. O’Brien, advertising manager of 
the Westinghouse Lamp Company, is the designer. 
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